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Air Conditioning’s 
Greatest BUYING Audience 


Who controls purchases in this vast air conditioning field. 
volume outlet for a hundred and more products? 





Certainly not the user, for he knows little or nothing aboy 
the equipment required. But back of him is a technic 
adviser—and he is important! It is these experits—engj 
neers and contractors—that decide what products go in| 
what siay out. 


To court favor from these KEY men demands no tweny 

papers and an advertising appropriation running into 4; 

figures. On the contrary, HEATING, PIPING AND Ap 
CONDITIONING and AMERICA, 
ARTISAN do a complete job at sy. 
prisingly low cost. 
Air Conditioning Headquarters hg; 
many facts and figures of vital ip. 
terest, if you want to make a req 
dent in air conditioning. Shall » 
present them to you, or your agency’ 
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Commercial 

Air Conditioning 





Authoritative! Publishes more 

important technical data and ar- “TOPS” in Residents 
ticles on air conditioning than a 7a : 

any other one paper. Carries Air Conditioning 
each month the Official Journal 

of the American Society of Heat- Key men in residential air co 
ing and Ventilating _Engineers. ditioning are the warm air-she 
Read by engineers in industry 
and large buildings. consulting 5; : 
engineers and large contractors if you make any equipment * ; 
—the purchase-controlling audi- this market, depends direct! 
ence you must win over in order upon the number of “live” dey 
ers selling your products. M 
vertise monthly in AMERICH 
ARTISAN, and you contact & 
entire field thoroughly. 





metal contractors. Your succes 


to make sales. 
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the Parade. . Read “TRENDS'!" 


“Air Conditioning Trends’’, our monthly bulletin for advertising © 
sales executives. keeps you posted on new sales possibilities 
BOTH markets. Write us to place your name on our mailing © 
No obligation. of coursel 
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A Plas Jor Pre-T 
Judubtricl Advertisements 


@SUCCESSFUL industrial advertise- 
ments are hard to prepare. That is 
the real reason why they suffer by 
comparison with those in general pub- 
lications. 

Look deeper than the art work and 
the typography of industrial adver- 
tisements and you'll find a difference 
that’s fundamental. The man writing 
about products for personal use al- 
most always knows more about the 
subject than his readers. The man 
writing about industrial products al- 
most always knows less. Look a little 
sharper and you'll see that this differ- 
ence bears a co-efficient: the general 
writer can usually take advantage of 
the vasy emotional approach, whereas 
the industrial writer must content 
himself most of the time with the 
cold, dificult logic of an appeal to the 
intellect. 

Of all 


the ones most in need of the safe- 


advertisements, therefore, 
guards of some sort of testing pro- 
cedure are those aimed at industry. 
Yet industrial copy is just as hard to 
test as it is to prepare. It provides 
few of the opportunities offered by 


general copy. It is unsuitable for 
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newspaper insertion and consequently 
local sales tests are out of the question. 
It is unable to offer free sample pack- 
ages and thereby obtain enough in- 
quiry response to make copy compari- 
sons worth while. Nor can it offer 
literature sufficiently alluring to make 
sophisticated readers write for it regu- 
larly in large enough numbers. 

@ No checking service, such as Starch 
or Clark-Hooper reports monthly the 
amount of reading each advertisement 
receives. There are too many publica- 
tions and the readers are too hard to 
reach. And at the end of the year 
the advertiser’s sales figures give little 
clue as to the performance of the ad- 
vertising; for while in the sale of gen- 
eral consumer products advertising is 
the dominant factor, with industrial 
products personal selling is far more 
influential. 

On the other hand, it is fortunate 
for the industrial advertiser that the 
one testing opportunity left to him is 
at the same time the one which is 
probably the most effective, even 
though his use of it requires a little 
extra expense and a good deal of extra 


care. This is the Controlled Opinion 








Test, sometimes called Consumer Jury 
or Order of Merit. It might well be 
called the ““Taste-of-the-Fish” Test, 
for it is based on the assumption that 
your prospects have a better idea of 
what they themselves are interested in 
than you have. 

It is a very simple test. You merely 
show your prospects several of your 
advertisements and ask which appeals 
to them most. You will find them 
quite ready to tell you and, when they 
do, you may accept their opinion as a 
true indication of how the advertise- 
ments would affect them if published. 
During the last five years our agency 
has conducted more than a thousand 
of these Controlled Opinion Tests and 
has accumulated some impressive evi- 
dence of their validity. You are safe 
in expecting that, as a rule, the ad- 
vertisement which ranks highest in 





By S. H. GIELLERUP 
Vice-President 
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the test will make most sales or win 


most tavor when inserted in a pe- 


riodical. 
Ad- 


vertisements need only be carried as 


It is a fairly inexpensive test. 


far as rough layout form. Some typical 
examples are illustrated. Note. the ab- 
sence of expensive typography and en- 
gravings, as well as finished artwork. 
Hence, many ideas can be tested. 
Everyone who thinks he knows just 
should be like—and 


what the copy 


don’t we all—has a chance to have 
his ideas passed upon. 
This feature of the test is easy to 


appreciate. Have you ever sat tor 
hours in a solemn conference during 
which each of its members predicted 
the likes and dislikes of thousands of 
people he had never seen? Have you 
ever been mixed up in heated argu- 
ments as to which quality of your 
product deserved greatest emphasis? 
By testing you can save yourself all 
the wasted time, fruitless conversation 
and the animosities that all too often 
develop as opinions clash in the ab- 
sence of facts. 

@ The Controlled Opinion Test pro- 
vides the facts, but only upon one 
condition: that you submit your ad- 
vertisements to a particular kind of 
people, people who are typical pros- 
pects for whatever it is you are offer- 
ing. It would do you no good to ob- 
tain the opinions of railway signal en- 
gineers on a group of advertisements 
featuring a body press. It would be 
futile also to obtain the opinions of 
factory foremen on a product bought 
solely by purchasing agents, or those 
of New England garage mechanics on 
advertisements directed to automobile 
plant men of the Middle West. 

Most industrial advertisers maintain 
good lists of prospects. If you are 
without one, a good place to obtain 
names for the test is the business pa- 


per serving the field. Its publisher 
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1M SHIPS 


will be glad to codperate since the 
more you improve your copy the more 
benefit you will get from the space he 
sells you. Often the sales problem in- 
volves several types of executives in 
each prospect company. If each type 
has its own particular business paper, 
it is likely that each should have its 
own particular kind of copy. Instead 
of one test, you conduct several. But 
if all kinds of prospect executives read 


that 


your advertisements are submitted to 


the same paper, you must see 
a true cross-section of the entire group. 
@ Having acquired a list of really 
typical prospects, you write them ask- 
ing their opinions. It does not make 


difference how your letter is 


Simply inquire which adver- 


much 
worded. 
tisement would appeal to them most 
and request that they rank all adver- 
tisements from first to last. It is a 
little better to have the rankings en- 
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letter 
adver- 


tered at the bottom of the 


so that the proofs of the 
tisements (inexpensively printed by 
offset) need not be returned; to begin 
the letter with 


“Dear Friend” rather than filling in 


a salutation such as 
the name and address (make the letter 
as much like a circular as possible lest 
the recipient get the idea that should 
he reply, your next move will be a 
follow-up call by one of your sales- 
men); to use a government-stamped 
return envelope rather than a business 
reply envelope, as some men who would 
otherwise not bother to answer will 
hesitate to waste the stamped envelope. 

As to the number of advertisements 
to send to any one recipient, six is 
about right. With than 
that, the choice begins to be a nui- 


any more 

sance; you will need more replies in 

order to arrive at a sound conclusion, 
(Continued on Page 46) 





Similar groups almost always pick the same advertisements. Chart at left com- 
pares the rankings of a set of five International Nickel Company advertisements 
by a group of "Business Week" subscribers and a group of ay: ap and cus- 


tomers on the company’s mailing list. Chart at right compares ¢ 


e rankings of 


a set of six paint advertisements by subscribers to “Country Gentleman" and 
“Farm Journal." The technique used in making the test is given herewith 
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Nickel Alloy 


A typical series of experimental advertisements ready for testing. Note that they are in sketch form. Absence of text reduces the accury 
the test only slightly; reduces the cost of the test substantially. Each of these advertisements represents a different method of approa 
semi-editorial, allegorical, semi-display, slogan and all-type. Any industrial advertisements may be given a pre-testing in this m 





































This is the type of copy which kept 
readers informed on the progress of 
the new Continental (originally called 
Witco) carbon black plant and laid 
ground work for aggressive selling 
as soon as the product was produced 


@ FACED with the difficult job of 
merchandising a highly standardized 
product in a briskly competitive field, 
Continental Carbon Company, New 
York, accomplished the task by 
launching an institutional campaign 
long before production was actually 
started, thus building up a background 
for the new product which spelled im- 
mediate acceptance when it finally ap- 
peared on the market. 

Continental Carbon Company was 
organized in December, 1936, for the 
primary purpose of furnishing carbon 
black to the paint and rubber indus- 
tries. Land was purchased in North 
Plains, Texas, and immediately there- 
after, even before the production pro- 
gram was completely laid out, consid- 
eration was given to distribution and 
marketing. 

Recognizing the highly standard- 
ized quality of its product, the manu- 
facturer decided that acceptance for 
the company behind the product was 
synonymous with acceptance of the 
commodity itself. A six-month insti- 
tutional campaign was therefore 
launched with full-page insertions in 
India Rubber World, Oil Paint and 
Drug Reporter and Rubber Age. 

The promotion assumed the form of 
news bulletins which served to keep 
Continental’s progress before the in- 
dustry. The first insertion carried a 
simple announcement of the forma- 
tion of the company and a list of ofh- 
cers and directors. In January, 1937, 
in advertisement traced the develop- 
ment of the Texas plant to date and 
told of future plans. In February 
Continental announced the appoint- 
ment of a technical director and a 


They Built the 
hachground First 







Continental Carbon sold its market on the company 


long before the product was ready, thus expediting 


the initial selling job in a well prepared field 


sales manager. April promotion told 
of the modern equipment that had 
been purchased. The May insertion 
announced that “Continental is now 
ready to offer the industry carbon 
black in three grades: dustless, com- 
pressed, and uncompressed.” 

@ Once the company was in produc- 
tion, the promotional theme changed 
radically. Instead of the formal, brief 
announcements of progress, double 
and four page insertions appeared 
which carried pictures of the new 
plant and explanations of the manu- 
facturing process. The copy concen- 
trated on the care and precision of 
manufacture. 

“There is no royal road to quality 
in carbon black,” the copy read. 
“Quality is the result of ceaseless, un- 
remitting control over production. 
Continental has spared neither effort 
nor expense in securing the finest 
equipment available for maintaining 


quality at the highest level. Besides 
being equipped with the most up-to- 
date apparatus obtainable, the labora- 
tories are air-conditioned to insure 
ideal temperature and humidity at all 
times. In its systematized methods of 
control, Continental brings to the rub- 
ber manufacturer a new confidence... 
a greater certainty than ever before of 
getting the high quality results for 
which he is striving. “Continental 
offers you the full benefits of its up- 
to-date service facilities in meeting 
your most exacting demands for car- 
bon black.” 

In addition to the trade campaign, 
a four page spread appeared in the 
October 1937 Fortune. This adver- 
tisement featured a panoramic view of 
the Texas plant and also contained a 
series of five pictures showing the lab- 
oratory and illustrating the precau- 
tions taken to assure the production 

(Continued on Page $3) 


Current copy of Continental Carbon Company stresses quality of product and 
is featured by massive bleed illustrations and reverse companion pages 
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Specialized copy and illustrations feature the publication copy of the Cast Iron Pipe Research Association 


Cast lron Pipe Research Association 


demonstrates the value of 


AST IRON py 





Advertising te Protect 


@ MOST industrial advertising, espe- 
cially coéperative effort, is intended to 
develop new markets. In sharp con- 
trast with this objective is the adver- 
tising campaign of the Cast Iron Pipe 
Research Association, whose work is 
carried on for the primary purpose of 
protecting the market it already has. 

Cast iron pipe is a material which 
has been recognized for over a century 
carrier of 
Until 


comparatively recent years there was 


as the most satisfactory 


water, oil, gas and other fluids. 


little competition between cast iron 
and other types of pipe. Then steel 
and other competitors entered the pipe 
arena, and the producers of cast iron 
pipe awoke to the realization that they 
must sell the merits of their product 
against all comers, and thus hold the 
field against competition from what- 
ever source. 

The Cast Iron Pipe Publicity Bu- 
reau was organized in 1915, and is still 
carrying on under the name of the 
Cast Iron Pipe Research Association. 
Since it has the function of research, 
it was found best to emphasize this 
activity, especially as its work of 


fact-finding obviously helps to sup- 
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ply interesting material for the adver- 
tising Campaign. 

Thomas F. Wolfe, who is in charge 
of the association, signs all advertise- 
“research engineer.” He is 
a graduate of the Armour Institute of 
Chicago, and studies trends in the field 
of water supply, gas and other munici- 
pal services, as well as industrial de- 


ments as 


velopments which affect the use or 
demand for cast iron pipe. 

The campaign, now in its twenty- 
fourth year, is one of the oldest, if 
not the oldest, carried on by any in- 
dustrial coéperative group, and its un- 
broken record is one of the best 
evidences that it has been highly 
successful in its primary job of hold- 
ing the pipe market against all com- 
petition. Mr. Wolfe’s data indicate 
that in 1937 cast iron pipe was given 
eighty-three per cent of all the avail- 
able business, a result which indicates 
that its story of quality and long- 
continued service has been accepted 
by engineers, industrial executives, 
municipal officials and the public gen- 


erally. 
One reason why the industry saw 
fit to advertise, as a primary means 
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of market protection, is that cast iron 
pipe is higher in price than competi- 
tive products. While cast iron pipe 
is lower in cost on a tonnage basis, 
steel and other pipe products are made 
in lighter weights, and so to get the 
same footage in cast iron a higher 
cost is required. The job of the ad- 
vertising is to show that because of 
longer life and lower maintenance ex- 
pense, it is cheaper in the long run 
to use Cast iron. 
@ The research association has made 
many studies, both here and abroad, 
for the purpose of determining serv- 
ice records of cast iron and competi- 
tive materials in the pipe field, and 
has many striking evidences to offer 
supporting its claim that cast iron pipe 
will last longer, requiring less main- 
tenance, than any other material. 
Many of these spectacular records are 
included in the advertisements ad- 
dressed to industry and the public, so 
that the idea of trouble-free, unbroken 
service has been very successfully im- 
planted in the public mind. 

Because the primary market for 
cast iron pipe is in the field of water 
supply, and because most water sys- 
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te are maintained by municipali- 
ties, the association directs many of its 
messages to the general public, thus 
reaching the taxpayer who must sup- 
port the work of developing and 
maintaining water service. This job 
was formerly carried out through the 
use of several general magazines of 
large circulation, but at present the 
media employed are Nation’s Business 
and Time. 

[he taxpayer is constantly reminded 
that he must foot the bills for un- 
satisfactory materials used in main- 
taining water supply, and many of the 
messages in the general media are di- 
rected specifically to him. A typical 
advertisement of this character was 
headed, ““What Cast Iron Pipe Means 
to the Taxpayer,” and included the 
following statement: 

Bond issues for public improve- 


is doing a successful job of protecting a market against new competition 


By G. D. CRAIN, Jr. 


American City. Engineers and mu- 
nicipal officials are also reached 
through advertisements in Civil En- 
gineering, Engineering News-Record, 
Manufacturers’ Record, Public Works, 
Water Works and Sewerage, Water 
Works Engineering, and Western Con- 
struction News. 

A rapidly growing development in 
the municipal field is the construction 
of sewage disposal plants. For gener- 
ations American cities disregarded the 
problem of contamiration of water 
supply through sewage emptied into 
streams which furnished the water for 
other communities, but finally this 


shed Market — 


ments such as water mains represent 
money borrowed by the taxpayers of 
the community. Their retirement with 
interest must be met out of taxes or 
rates. If the water mains are of cast 
iron pipe your public officials know 
they will be as good as new when the 
last bond is retired—good, in fact, for 
a century. 

“If the mains are of a substitute 
material you may have to share the 
expense of replacing them plus the 
heavy cost of installation and street 
repairs. Substitute materials in some 
cases have not lasted as long as the 
term of the bonds issued to pay for 
them. 

“Because cast iron pipe costs less 
per service year and least to maintain, 
it is the standard material for under- 
ground mains. Its useful life is more 


than a century. It is the only ferrous 
metal pipe, practicable for water 
mains, gas mains and sewer construc- 
tion, which rust does not destroy. 
Made in diameters from 1% to 84 
inches. 

The story addressed to taxpayers 
and the public is also repeated directly 
to municipal officials through The 
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short-sighted policy has been corrected 
by the establishment of disposal plants 
in a number of important cities. 

Cast iron pipe has a market in this 
field, as well as for sewer mains, and 
it is being developed through specific 
copy showing how it is used, and why 
it is a highly satisfactory material for 
this particular purpose. The story is 
carried in such publications as Munici- 
pal Sanitation, Sewage Works Journal 
and Water Works and Sewerage. 

This is a good place to emphasize 


Some cooperative campaigns are designed to develop new markets, but this one 





the care with which advertisements 
of this specialized character are pre- 
pared. While the cast iron pipe cam- 
paign is broad in scope, its funds are 
not unlimited, and many might find a 
reasonable basis for the argument that 
to save production and preparation 
costs, a general story be developed for 
cast iron pipe and published in all of 
the media used. 

Mr. Wolfe and his agency, Alley & 
Richards Company, New York, do not 
believe that this is the correct meth- 
od. On the other hand, they prepare 
copy for specific campaigns, covering 
certain aspects of the market, and 
publish it in the media specialized to 
these respective fields. Thus each ad- 
vertisement has a chance to “click” in 
terms of developing public and engi- 
neering sentiment with reference to 
each division of the cast iron pipe 
market. 

Actually, the 1937 campaign was 
not one single promotion effort, but 
was divided into seven individual cam- 
paigns. This involved the prepara- 
tion of 67 different advertisements, 
but no one looking over the pres- 
entation of last year’s advertising 
could fail to be impressed with the 
fact that every advertisement was de- 
signed to play an important part in 
reaching the objective. It paid to 
spend more for copy and preparation, 
because each campaign had its own 
individual job to do. 

While it was stated that the pri- 
mary purpose of the campaign is to 
protect present markets, especially in 
the water supply field, the association 
recognizes the fact that the market 
can be broadened through the pres- 


Through general media, human interest copy interprets the sales story of cast 
iron pipe to the taxpayer in terms of benefits and economics of concern to them 
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New Copy Theme for Federal Trucks 


@ “UNLESS it’s the right truck for 
the job, we don’t want to sell you a 
Federal” is the new and unusual ad- 
vertising theme for Federal trucks an- 
nounced last month by S. G. Mitchell, 
advertising manager, Federal Motor 
Truck Company, Detroit, as the open- 
ing shot of the new campaign ap- 
peared in February national and busi- 
ness publications. 

The new theme is based on the fun- 
damental principle that the truck must 
fit the job. Federal is introducing a 
new merchandising idea into the copy 
appeal—the Federal “FG” Man (Fact 
The FG Man is 


a character that represents the Federal 


Getter ) selling plan. 


salesman. 

“This theme strikes a new .note in 
truck advertising appeal,” said Mr. 
Mitchell, 


selling plan Federal is offering a serv- 


“and through the FG Man 


ice that is unique in truck merchan- 





entation of the facts about cast iron 
pipe for other applications. The sew- 
age disposal field has already been men- 
tioned. A number of other adver- 
tisements are published for the special 
purpose of suggesting to engineers the 
use of cast iron pipe for still other 
uses. Engineering News-Record, be- 
cause of its broad coverage of the 
civil engineering field, is used to carry 
messages such as the following: 

“Cast iron pipe is a resourceful ma- 
terial with a wider scope of applica- 
tion for permanent construction than 
is generally realized. The growth of 
air conditioning, golf course irriga- 
tion, new process industries, and the 
rapid expansion of sewage treatment 
plants requiring influent sanitary lines 
free from infiltration—all have devel- 
oped uses for cast iron pipe that are 
unfamiliar to many engineers. 

“Where conduits and piping must 
have high compressive strength and 
resistance to corrosion for long life 
and economy, cast iron pipe is speci- 
fied more than any other material.” 

Indicating the care with which spe 
cial fields are approached, a campaign 
is running in Golfdom dealing with 
the use of cast iron pipe in supplying 
water to golf courses. The advertise- 


ments have featured’ well-known 
courses, many of them of champion- 
ship caliber, in the irrigation of which 


the product has been employed. The 
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dising which we feel will create more 
interest and a higher response from 


potential truck buyers.” 





illustrations are such as make a strong 
appeal to the golfer, who in other ca- 
pacities is likely to be a business man, 
municipal official or at least a tax- 
payer. 

The service of cast iron pipe in the 

gas industry is specifically described 
in advertisements appearing in Gas 
Age. The 1937 series was on the 
theme, ““Then—as Now,” and called 
the roll of the cities in which cast iron 
pipe has: been successfully used for gas 
service over a long period, in some 
cases more than a century. 
@ The only strictly industrial cam- 
paign now running is addressed to the 
oil refinery field, and appears in Oil 
and Gas Journal. Were as in other 
series the copy is carefully written to 
insure maximum attention from re- 
finery engineers and executives, with 
illustrations and text which present 
the applications of cast iron pipe to 
the special problems of the industry. 
A typical illustration carries the cap- 
tion, “Cast iron pipe used on mani- 
folds in the acid plant of a large West- 
ern refinery. Effective resistance to 
interior and exterior corrosion assures 
economy.” 

In addition to publication advertis- 
ing, the association also publishes a 
quarterly house organ, “Cast Iron Pipe 
News,” in which technical develop- 
ments in the various fields in which 
the industry is interested are reported. 





An unusual feature is a double page 
of photographs supplied by reades 
showing pipe uses all over the wor'd 
A payment of $5 is made for each 
photograph accepted, and the quality 
and news value of the pictures indi- 
cate that this is a profitable invest- 
ment. A number of the publication 
advertisements are reproduced in the 
house organ, which has a cover of a 
striking design, illustrating spectacu- 
lar uses of cast iron pipe. 

Booklets featuring various applica- 
tions of cast iron pipe and its record 
in many kinds of service have been 
published at intervals, so that the liter- 
ature of the field now made available 
by the research association is consider- 
able. One unusual booklet is devoted 
to showing communities how to ad- 
vertise to obtain support for water- 
works projects. 

During the past few years, however, 
the WPA has funds for 
many projects of this character, so 
that Mr. Wolfe reports that most 
towns of 500 or more in the United 


provided 


States are supplied with water facili- 
ties. The growth of the plants, in 
view of the larger populations which 
must constantly be served, is assured, 
and the problem of the typical water 
system at present is to keep up with 
demand. This obviously suggests an 
expanding market for pipe. 

Milton Towne is the account execu- 
tive of the agency which prepares and 

(Continued on Page 49) 


Plenty of good case studies and pic- 
tures covering installations and per- 
formance of cast iron pipe are ob- 
tained with an offer of $5.00 for each 
picture submitted which is published 
house organ 


in the association's 
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Advertising for Durez products is packed with attention-getting illustrations and selling copy 
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Case Studies in Iudustrial Marketing 


16..General Plastics Incorporated 


The spirit of pioneering and leadership accentuates 


the marketing effort of this outstanding unit in one 


of the most interesting and fastest growing industries 


@ THE marketing story of General 
Plastics Incorporated is one of appli- 
cation selling, skillfully supported by 
well-planned advertising and timely 
sales promotion efforts. 

Plastics are intriguing at the mere 
mention and stand symbolic of giant 
strides made in the last few years in 
development and application of new 
materials in industry. Of even great- 
er achievement might be regarded the 
rapid rise of General Plastics to its 
place as one of the world’s largest 
plastic material producers after enter- 
ing the field in 1926, some ten years 
after plastics had been introduced to 
industry as a molding material. 

lc was the keen vision and foresight 
of Harry M. Dent which brought 
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General Plastics into the field. While 
working on the development of a sub- 
stitute for metal type, Mr. Dent per- 
fected a new and simpler process of 
making plastic materials from phenol 
and formaldehyde. Visualizing the 
vast untouched field for the applica- 
tion of this new material he set out to 
do a combination manufacturing and 
field selling job which marked the in- 
ception of the present company. 

The products of the company come 
under two general classifications: 
molding materials in powder form 
and resins. The latter classification 
breaks down into numerous subdivis- 
ions which include oil and water 
soluble resins; laminating resins; bond- 
ing resins; resin emulsions; plywood 





HERBERT S. SPENCER 


Advertising Manager 





















A. W. HANMER, Jr. 


Sales 


adhesives; laminating paper, fabrics; 
impregnating solutions, and_ others. 
All products carry the trade name 
Durez, which is a derivation from the 
words “durable resins.” 

The company’s executive ofhices and 
constantly growing modern plant is 
located at North Tonawanda, N. Y., 
where Durez had previously been pro- 
duced in a section of a Remington- 
Rand plant when Mr. Dent was doing 
considerable specialized work for the 
business machinery industry. But the 
application sales work which never 
ceased in other fields brought a vol- 
ume of business which necessitated 
larger quarters. The present plant 
embodies some of the most modern and 
efficient equipment in the chemical 
process industries. 

@ General Plastics has branch sales 
ofhces in New York, Chicago and De- 
In ad- 


dition, there are twenty-two agents 


troit and a West Coast agent. 


throughout the country and abroad 
who act as the distributing organiza- 
tion for the company’s oil soluble di- 
vision, selling Durez resins for use in 
paint and varnish manufacture. This 
deviation in the marketing set-up is in 
conformity with the general practice 
of selling to those units. 

The marketing activities of the 
company are carried on by three sales 
divisions: molding compounds; tech- 
nical sales for resin applications; and 
the oil soluble division. Heading up 
these division activities as managers 
of sales are these men in the same 
order, Alfred W. Hanmer, Jr., Rob- 
ert E. Dodd, and Stephen Babcock, all 
reporting to Mr. Dent. 

The personnel of the branch offices 
is made up of a representative of the 
technical sales division, salesmen for 
molding compounds and promotional 
work, and a junior salesman who fol- 


lows up inquiries and does develop- 
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ROBERT E. DODD 


Manager Molding Compound Manager Technical Sales 


STEPHEN BABCOCK 


Manager Oil Soluble Sales 


ment work. It is a practice that pro- 
motional and development calls are 
never made unless the man is ready to 
offer a new idea. This serves to stimu- 
late constructive thought and elimin- 
ates aimless calling and bothering of 
prospects. 

@ Because of the exceptionally versa- 
tile characteristics of Durez plastics 
and resins and the practically unlim- 
ited fields for their application, the 
sales job is one of a creative and en- 
gineering nature. Durez molding com- 
pounds are made in more than 300 
combinations of standard color and 
physical properties, but due to the 
ever increasing desire to employ plas- 
tics in one way or another in new and 
old products because of its sales value 
special 


compounds are continually being de- 


or engineering _ possibilities, 
veloped to fulfill these unusual re- 
quirements. It is in this phase of the 
marketing job that the engineers and 
chemists at the home office render 





"Case Histories of Problems Solved" 
will feature this new series of pages 
showing difficult Durez applications 


THE DISAPPEARING PUMP IMPELLER 





valuable assistance to the sales divi. 
sions. 

General Plastics does no molding, 
sells no finished products, therefore its 
creative activities, so far as the appli- 
cation of Durez molding materials is 
concerned, usually stop with a rough 
sketch of a design or idea to show 
that it is practical. From this point 
on the developmental work is directed 
into the hands of the design engineer 
of a company or a professional indus- 
trial designer. The functions of these 
men are respectfully recognized and 
are important and valuable points of 
sales effort, for frequently they offer 
the easiest way to acceptance of an 
idea. In all instances, the function of 
the General Plastic designers and en- 
gineers is to suggest applications of 
Durez and see to it that the design is 
engineered structurally to assure the 
desired results from the standpoint of 
service. 

Salesmen for Durez products usual- 

ly are selected with some regard for 
their engineering and chemical back- 
ground and their flair for sales work. 
Prior to being assigned to the branch 
offices they are trained in every depart- 
ment of the plant, its research, engi- 
neering and development divisions, and 
then given additional training in the 
plants of molders so that they will 
have a broad knowledge of all phases 
of the plastics business. 
@ Underlying the growth of General 
Plastics has been the spirit of pioneer- 
ing which characterizes the organiza- 
tion. Significant of this attribute is 
the thought which prevails with the 
sales force that they should build their 
business by developing new customers 
for plastics in general, rather than fol- 
low in the footsteps of others. That 
is why General Plastics is credited with 
having been one of the most important 
factors in the growth and wide ac- 
ceptance of plastics by industry as a 
whole. And it was this leadership 
which pioneered plastics as a packaging 
material, in the radio field, and in no 
lesser degree in the automotive indus- 
try. General Plastics’ promotional ef- 
fort in the automotive industry is 
typical of the broad-minded job it is 
continually doing for plastics as such, 
taking a large share of the resulting 
business as its reward. 





Leading—being one or more steps 
ahead of the industries in which it 
profitable applications for 
Durez, and giving concrete, engi- 
well - designed suggestions 


visions 


neered, 
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ch the prospect or the industry at 
large can take bodily, is the key to 
General Plastics’ successful market- 
ing activity. Feeding ideas and more 
ideas to possible users in practical form 
—not merely shouting “Use Durez,” 
but ““Here’s what’s new in plastics this 
month” and then following with sev- 
eral definite application suggestions. 
[his technique was used with tell- 
ing effect in the automotive industry 
as mentioned before. The effort con- 
sisted of a series of four-page letters 
on personal note size stationery. The 
letters were very short in easy read- 
ing style, personalized, and merely di- 
rected the reader to look inside to see 
some practical, visualized suggested 
uses of Durez for automotive parts or 
And there, on page three 
of the letter, they were, in clean cut 


ace essories. 


line drawings and short meaningful 
copy, which suggested the adoption of 
these specific ideas in their new mod- 
els; or perhaps the versatility of plas- 
tics materials might suggest to them 
application in a part which has been 
giving some concern from either a de- 
sign standpoint, or possibly as to cost 
or weight. 

@ The tone of the copy used in con- 
nection with these suggestions is ex- 
emplified by this paragraph which pre- 


h four house publications, customers, pros- 
salesmen and molders are kept acquainted 
eneral Plastics’ activities and the most out- 
g developments in plastics and resins fields 


susmaToue 
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WHAT'S NEW IN Veils 7 


THIS MONTH: Beoring Retainer Rings, Brake Grips, Radio Escutcheons 
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Here is a typical four-page letter which has been used most effectively by 
General Plastics Incorporated in promoting the application and sale of Durez 
by feeding prospects practical, useful ideas ahead of the practice in the field 





sents an idea for bearing ring retain- 
ers: “Instead of machining bearing re- 
tainer rings from laminated phenolic 
sheets, with great waste and high cost, 
why not mold them of friction resist- 
ant Durez? Mold them in halves, as- 
sembling them with spring-wire clips 
which snap into molded-in recesses. 
Oil-retainer undercut easily machined 
in. Advantages: light weight, wear 
resistance, low cost.” 

Page three of the letter was blank 
with the exception of one eight-point 
line at the bottom which served a very 
useful purpose of inducing action on 
the part of the reader. In parenthesis 
it read “Sketch part in question here.” 
And that simple little “after-thought” 
brought back numerous rough sketches 
of parts which were giving plenty of 
trouble to some of the biggest units in 
the industry. The psychology of the 
campaign is obvious—and it worked. 
All of these letters were keyed. 

This effort, and all General Plastics 
advertising and sales promotion work 
is directed by Herbert S. Spencer, ad- 
vertising manager. Mr. Spencer thinks 
of his work from a sales viewpoint 
and frequently he is in the field work- 
ing side by side with the salesman to 
introduce some new idea and thus feel 
the pulse of the field as to its readi- 
ness to accept a new idea and deter- 
mine whether it is an opportune time 
to promote it on a broad scale. 


Business papers are used effectively 
by General Plastics with a schedule 
of pages running in such mediums as 
American Paint Journal, Automotive 
Industries, Electrical Manufacturing, 
Electronics, Industrial and Engineering 
Chemistry, Industrial Equipment 
News, Modern Plastics, Product En- 
gineering, The Timberman, and oth- 
ers. In these pages, Durez products 
are promoted with case history copy 
which has been found effective in 
stimulating thought on the part of the 
reader and leading him to inquire if 
Durez can be used to advantage on 
his product. 

Business Week and Fortune are 
used as broad and top coverage me- 
diums. Copy in the former consists 
of columns showing a number of suc- 
cessful applications, while the large 
pages of the latter medium are used 
to present dramatically one of a series 


of “Case Histories of Product Prob- 


lems SOLVED,” giving before and 
after views of the part or device in 
question. J. M. Mathes, Inc., New 
York agency, handles the account. 
While business papers are used to 
give Durez products acceptance and 
establish name familiarity and individ- 
uality among the great mass of pros- 
pects which otherwise could not be 
reached economically, an unceasing 
flow of highly specialized sales letters 
(Continued on Page 50) 





17 








HERB MERCREADY* reveals some of the 


things he has found effective in 


Building Successful 


@ MUCH as we might wish itso, let- 
ters do not write themselves. Many 
times, even provided with a story 
about a product that is almost a 
“natural,” creation of a profitable 
sales letter is something of a struggle. 

We hear a lot about the lack of at- 
tention given to the building of good 
sales letters. This is not entirely with- 
out foundation. The age of speed in 
which we live leaves all too little time 
for the thought and care which should 
go into the careful planning of our 
letters. Asa result, many letters show 
evidences of being written in haste, 
losing a lot of their effectiveness by 
reason of their faulty construction. 

Years ago, the art of letter writing 
was held in high esteem. If we read 
some of those old hand-written epistles, 
which go on for pages and pages, with 
every line as even and clear as the line 
which preceded it, whether or not we 
are in favor of their length, we must 
be in accord as regards their careful 
planning. The precise manner in which 
each thought is expressed makes each 
letter ring as clear as a bell. 

Today, with the ever increasing size 
of our industrial world, we are faced 
with a challenge. Due to the number 
of other letters which the recipient of 
our letter gets, we are faced with the 
fact that our letter must equal or ex- 
cel the best of them. To do this re- 
quires a little planning. 

A very vital part of our planning 
for the many sales letters which we 
produce in our extensive direct mail 
work is a file of sample letters. Every 


*Advertising Manager, Magnus Chemical 
Company, Garwood, N. . 
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Sales Letters 


worth while sale letter we receive, or 
run across, goes into this file. The 
file is carefully indexed for easy find- 
ing as well as simplified filing. 

The file is broken down to a series 
of subjects so arranged as to provide 
easy and quick access to almost any 
type of letter desired, in this fashion: 


SALES LETTERS (PROSPECTS) 
General 
Getting Inquiries 
Answers to Inquiries 
Follow-up of Salesman’s Call 
Follow up 
Reciprocity Letters 
Trial Offers 
SALES LETTERS (CUSTOMERS) 
General 
Follow-up 
Inactive Accounts 
Introducing Salesmen 
General Relations 
“Thank You” Letters 
Dealers 
Dealers’ Customers 
Jobbers 
Agents 
NOVEL IDEAS FOR LETTERS 
Special Ideas 
SALESMEN 
Letters to 
Letters for Salesmen to Write 
RETURN CARDS 
Ideas for 
GENERAL SALES LETTER DATA 
Articles on Subject (General) 
Articles on Specific Campaigns 


Into the first major classification go 
all sample letters of a general sales na- 
ture, with messages or themes di- 
rected more particularly to prospec- 
tive users. The breakdown of this 
major classification is self-indicative 
from the sub-division titles. 

Sometimes it is a fine point to dis- 
criminate between the type of a sales 
letter which is adaptable to prospects 
and one which is practical to send to 
existing customers-—so close are the 
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Sales Letter Clinic 


@ HAVE you a sales 
letter problem? Would 
you like to have some 
of your sales. letters 
analyzed? Here's your 
chance! Send to the 
editor a copy of one 
of the most successful 
sales letters you have 
ever used, giving com- 
prehensive details as 
to objective, mechani- 
cal data (quantity, post- 
age, enclosures, etc.) 
and reaction or results 
obtained. Then send 
along a copy of any 
other sales letter, used 
or planned, which you 
would like to have 
analyzed, giving com- 
plete details as to ob- 
jective, etc., and it will 
be given attention in 
these columns. The 
more details you give 
regarding your prob- 
lem, the more intelli- 
gent can be the criti- 
cism. Send your letters 
today. 











types of messages directed to each in 
some cases. Many times a letter which 
has the germ of an idea in it, adapt- 



















































































Magnus Chemical Company 


Maénus 
c s 


‘anutacturers of Cleaning Matertals 





GaRwooo NEW JERSEY 





November 24, 1936 











Dear Sirs, 





inctly vorth your while to 
in ell fairness to your con- 





We're going t 


check the card, 







science, refuse. 





nM But, 80 
eaner will interest you as 
AVE YOU MONEY--we're going to 
triel offer! 





There’s plenty enough reason in 


{AGNUSOL itself. 






Sure are we that 
a truck operating executive an 
wake you this special introduc 














fle will send you e $-gal. drum of MAGNUSOL (43 lbs.) on 
trial. You test it out weshing a dirty motor and chassis, 
or washing the body of a dirty truck, following our simple 
directions. Then, if you are not convinced that MAGNUSOL 


is the best cleaner you ever seen for the purpose-~ 
su can return the unused material for full credit. 
you c 











Satisfaction or no 





That's a f 
a eke you this special offer because we want you to 
S east came: sing MAGNUSOL 
ave en carly opportunity to make real savings using MAU) 
1 early oppor i me 
C ; of other users are. The price of the MAGNUSOL 


46.99) and the Magnus Sprayer (only $4.50) is small 


77] 


(only $6 
($11.49 total). 





after you have satisfied yourself as to the 
f OL you can purchase it in larger quantities 
saving on the purchase price. 





To take advantage of this special offer, simply check end 
= the triel order card. Then return it to us (your name is 
The card is postage-psid. 


it 


eady on it }. 





Yours very truly, 

















dia nus 
Man atacturers of 


Magnus Chemical Compan 


Cl leaning Materials 


January 4, 1937 


@AaARWOOD NEW VERSey 


So You Too, 


May “GET ACQUAINTED*1 
Dear Sirs; 


a 

© are going to send yOu @ five gallon can of MAGNUSOL 
We are doi ' 

portation Award 


Such @ favorable 


ng this because so man 
y bus ope 
Winners mentioned on the iestés penn’ like the three Bus Trans- 


and profitable ®xperience with uAaNUsoL a ie uae 


Like other bus ° 
perators, you are 
any savi Probab] 
a period when ita your maintenance cost is vole SS nes period when 
qainted", For. itn sit Prove profitable to both or Therefore, it is 
JOU to dace hors With the use of MAGNUSOL eertee ne “totter as. 
© lower YOUR Operating costes. ; ity existe for 


with MAGNUSOL, 


wash « dirty bus 
obtaining every day with its use. 


ings other bus Operators are 


But, there's Just one thing -- we do not wan 


your permission, You can Give us that in @ jire. 
y 


t to send this can wv 
fill out and return it to us. athens 


on the enclosed card. Just 


Remember, when we 
tion on 
your part other than to give it a fair trial Apacer no oblige. 
8 ° 
if you decide that you'd — it, (and you are to be the sole jodes) = 


to k 
®mall transportation charge. That's the exes et oe send us $6.99 plus « 
i . 


Later after you have 
Satisfied 
° yoursel 

me ya in larger quantities 9 “8 to the real worth of MAGNUSOL 

° © advan 
Saag aclthdoragecre ropa args iPaentry trie start Sint fu 
thinking about it Th card, and shoot it back : 
it’ - The can of MAGNUSOL now while you're 

8 & case of satisfaction or no pay! on oie trtei. 

® penny. 
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C:Kc Sale Manager . 
sana Makes Oils and Greases Quickly Soluble in Water 


———— 


AL CO., Inc. 


WUC:KC 
P.S. 








et A features a special offer and has repeatedly produced good re sults. Letter B shows how the same "get acquainted" thought may be 
built into a different type of letter using a theme from the realm of mail order 


able to a prospect letter, is equally 
good as the theme of a letter to a cus- 
tomer. 

@ How many times have you had 
some novel idea in a letter fall into 
your hands—some unique idea for 
which a use does not always present 
And, how often, 
suddenly 


faced with the need for something 
along those lines, you have searched 


itself right away? 


some months later, when 


high and low without success to find 

The third major 
completely solved 
Into the file it 
pronto—there it is, when I need it. 


that elusive thing? 
classification has 
this for me. goes 

In sales contests particularly, how 
often is it a problem to find just the 
Maybe you have seen 
something somewhere at some time, 


right appeal? 


just along the lines you are thinking. 
Filed as you found it, under Letters to 
Salesmen, it is ready when needed. 
How often one reads a good ar- 
ticle, either on the general subject of 


= sales letters or describing some par- 

ticular successful sales letter cam- 
n paign. How often one intends to 
h clip it and file it away, but where? 
i The last major classification of this 


file of mine, satisfactorily and sys- 
tematically answers this. As soon as 
the article is read it is clipped, and 
into the proper file it goes, there to 
stay until which 
brings some germ of a thought which 


some need arises 
it carries into play. 

From all this one might gather the 

impression that we are plagiarists of 
the first degree—that all our letters 
are “canned,” copied from the letters 
of others. Such, however, is not the 
case, for in it we also file ideas of our 
own. 
@ The purpose which this file serves 
is simply to help provide, if necessary, 
the germ of an idea. For there are 
times when either the sales story about 
a product, or a theme regarding its 
use, either do not lend themselves or 
lack that interesting something so nec- 
essary, particularly to a sales letter. 

In that case, thumbing through the 
general subject of the class of letter 
we are about to write, a combination 
of the thoughts of two or more letters 
in our file may work themselves into 
an entire new thought for our letter. 

I will give an example of this in the 
letter A illustrated. 
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Tf you want the MAGNUS SPRAYER, (only $4.50) 






Yours for the Savings MAGNUSOL brings 


















mote that on the cerd, too. 











































Here we had the case where the 
product itself was adequately described 
in the literature which accompanied 
the letter. Therefore, the job of the 
letter was simply to encourage the re- 
cipient to make a trial of the material. 

In thinking the matter over, we ran 
through our file. A letter featuring a 
“special offer” popped up. That was 
the first thought, for ours was a “‘spe- 
cial offer.” We sat down to 
think over just what it was we want- 
ed people to do as a result of this let- 
ter. Another letter in our file pro- 
vided the words “get 
“That’s it,” we said to ourselves, “this 


next 


” 


acquainted 
is a ‘special get acquainted offer!’ ” 

In the letter illustrated, you can see 
how this thought wove itself into the 
attention-getting headline. So we 
were started that far. 
@ Requisite number two with us is 
SHORT paragraphs! Again, the letter 
shows how this thought has been car- 
ried throughout, no paragraph run- 
ning to more than six lines, which is 
pretty much a maximum. Many of 
our letters have all two-, three- or 
four-line paragraphs! 

The text book rules of Attention, 





19 


Magnus Chemical Company 


mconrens 169 — 


Affiliated with DIF CORPORATION 


©) 






Manufacturers of 


Garwooo New JERSEY 


Every Spot of O11 and Greasé 


On Your Cement Floor -- 
Ie There With Your Full Permission! 


Yes Sir -- 


I will undertake to prove * 
the reading of thie letter. 


AMO METALLIC $0405, ons. 
on AGINTS, AND METAL WORKING LUBRICANTS June 11, lon 
Be On The Lookout F 
For It! 
Dear Sirs: 
April 16, 193% . 
® are going to send you within the next few deys, a 50-1bd. trie) 
keg of MAGNUS CEMENT CLEANER AND RENOVATOR. A test will convince pn 
this product is unlike any cleaner you have ever used before -- Fed... 
° ie: 
1. MAGNUS CEMENT CLEANER AND RENOVATOR will completely eradicate 
oil, grease or dirt spot. And, with the regular use of it se, 
ment floors and driveways will stay clean. — 
2. What's more, your floors and driveways will be WHITENED and 


Por I will rid your cement floor o 5 
dirt without one penny of your money being produced And, I mean every sylle > 5 
I can’t make it too strong. 30, I'm going to repeat it an 


of that statement. 
emphasise it. 

I'll send you a 60-1b. 
OVATOR to completely eradicate every ofl, 
regular use of MAGNUS CEMENT CLEANER yc 
etay CLEAN. 


grease or dirt epot. 


What's more, they'll be WHITENED and HARDENED. ‘They'll pick up dirt far 


lese readily. And they'll be dustproofed. 


You send no money, remember. 
your dirty cement floors and driveways. 
are gone--then you can pase for payment 
1d. f.0.b. Garwood, New Jersey. 


Are you willing? Remember you pay 
and dirt are completely gone. For I prove 
these things for your cement floors an y 
money-back guarantee of "Satisfaction or no pay’. 


I oan’t think of a fairer offer to make you. 
ness-reply card -- so ell you have to do to take me 
it to me. (Your name is already on it.) We pay the postage. 


If you want the “Automotive Cleaning Handbook”, 


Very truly yours. 
MAGNUS CHEMICAL COMPANY, INC. 


AA. WMC :KC 
, P.S. If yor it the MAGIT’S = PURPO © ner fan? , 
Ww0 1KO Sales ager. poof ith u Want the MAG! PURPO E BRI H, (only $2.00) note that on the 


Magnus . 
CLES RS Cleaning Materials 


to you if you will give just two minutes to 


f every last trace of ofl, grease and 


trial size keg of MAGNUS CEMENT CLEANER AND REN- 


sr cement floors and driveways will 


t'll oteke MAGNUS CEMENT CLEANER against 
When the dirt, of] and grease spote 
our dill for the material @ 12td 


nothing until after the grease. ofl 
that MAGNUS CEMENT CLBAWER will do all 
4 driveways by standing behind it with our 


I’m even enclosing a busi- 
up. ie to check and return 


note that on the card, too. 














And with the 


to us. 


pay! 








They'll pick up dirt far lese readily. 


- When you sce how EASY TO USB; how QUICK-WOREING; how 
how INEXPENSIVE AND EFFICIENT, this product ie, 
SO many people have told us it is "the best product 
been produced to clean a dirty floor or driveway". 


We are going to send this keg of MAGEUS CEMENT CLEANER AND REN 
you - with no obligation on your part - for you to try out and actual! 
for yourself - the difference between it and any other cleaner oy 
we do not want to send this keg without your permission. ' 
will bring that to us ina jiffy. 
Your name is @lready on it. 


When we send this keg of MiGNUS CEMENT 
absolutely no obligation on your pert 
you find, after using it on your fic 

CLEANER AND RENOVAT 


Simply fill out and sign the enclosed 
tt back while you're thinking about it. 
RENOVATOR will come for the fair triel. 
You can’t lose a penny. 
Will you let us? 








You have stmply to fill out and 


That's the entire cost to yeu, 


Yours for cleaner floors and driveways, 


MAGNUS CHEMICAL COMPANY, Inc. 


LLL) tang he, 







And they'll be Cus tprooty 


SAFE 0 
you'll appreciaty 
which has or, 


OVATE 4 


Natural), 
The enclosed cep 
return: 1; 


CLEANER AND RENOVATOR, there’, 
other then to give it a fair trial, » 
ors and driveways - that MAGNUS cRar 7 
OR doeo all that we olaim for it (and . 
| Judge), if you deoide that you'd like to keep it, 
Plus a small transportation charge. 


you're to be Sole 
you need only send us 


poetege-free reply card and sey 
The keg of MAGNUS CEMENT CLEAR ip 
It's a case of satisfaction OF no 
We're the ones who are asking to send it, , 


Macnus CHEMICAL COMPANY 




















Letter C is an example of attention-getting through use of a rare startling statement, followed by a quick swing into desire and action. 
D illustrates how a number of leading features of a product may be set forth effectively by indenting and numbering the para 


Interest, Desire and Action are still 
good ones to follow. 
mind, after having taken care of the 
first of these to a certain extent in our 
headline, the continuation of that in 
a gentle but swift swinging into the 
second factor is accomplished in the 
“make it worth 


Bearing this in 


early sentences to 
their while” to check the card. 
@ In the second paragraph we bring 
to the front a feature of the product 
which has the old appeal to the pock- 
etbook—that of money saved. 

Now we are in the middle of the 
Interest part; at this point we pop our 
“special ‘get acquainted’ offer.” 

From this we swing quickly into 
the creation of Desire through our en- 
couraging the recipient to do as others 
have done and showing him the pro- 
tection our offer provides in his behalf. 

By this time, we are already across 
the border into the sphere of Action. 
In encouraging this, we have used the 
low price of the special offer, as well 
as having already set up a little pres- 
sure back in the wording of the offer 
itself, giving it a definite time limit. 
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The culmination of Action is made 
as simple as possible by the use of the 
reply card which requires merely a 
simple checking, signing, and mailing 
to make the cycle complete. 

This letter, simple as it is in struc- 

ture, has unfailingly produced for us, 
so that I would nominate it one of the 
best we have used. We use it again 
and again, even after three years of 
active service! 
@ Hold on to a successful formula! 
As an example, showing how the same 
thought “get acquainted” may be built 
into a slightly different type of letter, 
the letter B illustrated takes a little 
different tack. Using a theme from 
the realm of mail order, the statement 
of the sending of the trial order is an- 
nounced in the opening of the letter. 
This, plus the headline, serves for At- 
tention. 

We next create Interest through the 
statements which appear immediately 
following, drawing attention to the 
favorable and profitable experiences of 
other users of the product. 

Desire gets a break early in this let- 







ter in the second and third paragraphs 
through the simple setting forth of 
the profits the recipient can make and 
calling attention to the simplicity of 
it all. 

Action is encouraged in a phase sim- 

ilar to that used in the preceding letter 
—through the stating of the simple 
terms of the trial, the protection 
offered. Again simplicity itself is fea- 
tured in the manner of taking advan- 
tage of the proffered opportunity. 
@ These two letters are splendid ex- 
amples of instances where a special 
thought was needed to introduce the 
product itself. 

In letter C illustrated, we -have an 
example of attention-getting through 
use of a rare startling statement. From 
this, we swing quickly into Desire 
through the repetition of that same 
statement. 

Action is again encouraged by mak- 
ing it as simple as possible for the re- 
cipient to respond in the easiest pos- 
sible manner. 

Incidentally, the germ of the 
thought in this letter came to us from 
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a letter sent out by a bug extermina- 

From a bare thought which his 
le:ter gave us, our letter took shape 
ind being. 

Occasionally, perhaps, it is desired 

or felt necessary to set forth in a letter 
the leading features of a product as in 
letter D. This we usually attempt to 
do by listing them in indented and 
numbered paragraphs, leading into 
them through some statement to the 
eflect that the product is worthy be- 
cause, etc. 
@ Cut the sentences short, too! We 
always set the name of the product in 
all capital letters wherever it appears 
in the letter. If sentences have a 
tendency to be long, as sometimes they 
do, double dashes help to break them 
up if the sentence itself cannot other- 
wise be logically shortened. But, just 
as with paragraphs, the shorter the 
sentence the better. Many times a 
single sentence makes an ideal para- 
graph, and set off by itself facilitates 
easy reading and drives home a point 
in unequalled dramatic style. 

How long should a letter be? A 
whole book could be written on this 
subject alone. I have had success with 
single page letters—with one and a 
half page letters—with two page let- 
ters—and with three page ones. Simi- 
larly, I have received, four, six, and 
even twelve page letters and read them 
carefully. Why? 
cessfully carried me through all the 
necessary elements of a good letter. 
They maintained my interest all the 
way. If a letter does that—let it go 
the length it will, as long as its story 


Because they suc- 


is told simply, directly, to the point, 
without any padding. 

@ While we use single page letters for 
the most part—that is because we in- 
variably include some illustrative ma- 
terial either in folder or illustrated let- 
ter form, which adequately carries the 
major part of the informative material. 
Therefore, our letters do primarily a 
sales job in inducing the acceptance of 
a trial offer. 

Make the opening powerful and at- 
tention-getting! The problem of 
building a sales letter that will earn 
its own way, is made hard where it 
must be used in the bulk mailing—as 
third class matter. But, although first 
class mail insures slightly increased at- 
tention on the part of the recipient, 
the same requisites must be taken into 
consideration. 

[he opening and the first paragraph 
carry a responsibility upon which the 
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Barrel (}OO-1bs.) MAGNUS GRANITE CLEANER (@ S0c. Ib.) 
° (@ 55. lb.) 

(@ 60c. Ib.) 

(@ 64<. tb.) 
“i (@ 80c. Ib.) 

(f. o. b. Garwood, N. J.—Terms: 2%, 10 daye Net 30 days) 

() Sead as “CLEANING GRAMITE ead MARBLE POR PROFIT” 


hex (100-1bs.) e 
4 Keg ( 50-Ibs.) , e sad 
CM Keg 25-4bs.) ° - - 
[} Keg ( 10-1bs) . ° 


“a 
BB 


6C-3 | 


Signature of person accepting this trial offer 


Important 


A Copy of this 
up-to-date book 
on automotive cleaning 
methods is yours for 
the asking. 
om 
Simply check it on 
the card with your 
rial order. 


Important 
al mytew | 
ate 
on profitable stone 
cleaning methods and 
the care of stone is yours 
for the asking. 
. 


Simply check it on 
the card with your 
trial order. 


4 


a 
MAGNUS CLEANERS 





Magnus has found color on the return card a profitable investment. All return 
cards are keyed. Card AA features a trial offer to prospects; card BB enclosed 
with a letter to customers features the entire range of sizes and prices of a 
product and has been found effective in getting the customer to increase his 
usual order and thus benefit from the more attractive quantity prices 


success or failure of the letter depends. 
I recall one letter which we created 
which was excellent as a piece of liter- 
ature, but failed for one very impor- 
tant reason—it took too long for the 
reader to get the real message. 

@ In this case, through the use of an 
irrelevant opening the reader was led 
through a story, and at the end of 
about the third or fourth paragraph 
was finally taken into the meat of the 
letter itself. Your letter must catch 
the reader “‘on the fly.” He is just as 
busy in his daily endeavors as we are. 
Therefore, the great need of putting 
every ounce of strength and planning 
into the opening paragraph. 

Partly for this reason, we rarely use 
irrelevant openings in our letters. Oc- 
casionally, there is an opportunity for 
such a letter and it succeeds. But, by 
and large, we find that the direct ap- 
proach is better. 

In practically all of our letters, we 
use an attention-getting headline in 
place of any filled-in address. This, 
we find, pulls equally well. So much 
so that we use fill-ins only where the 
mailing is of a very particular nature, 
to a very limited and selected list. 

Return cards in color pay us! After 
a long series of tests, we have adopted 





the consistent use of colored return 
cards, like those illustrated here, The 
only point in mentioning this fact 
here is to show how the _ use 
of these cards forms a focal point on 
which we direct the action of the read- 
er of our letters. 

The return card repeats the offer 
made in the letter. The repetition of 
the offer does not dim or complicate 
the sales message. Rather it lends 
strength to it. 

@ The literature offered gets a “break” 
on the return card. Mentioned in the 
letter as an incidental item, it blossoms 
forth on the card. Generally, the 
booklet featured will serve to intro- 
duce other products to the recipient! 

The advantage of being able to 
“key” these return cards, thus facili- 
tating a careful tabulation of the pull- 
ing power of various letters and lists, 
is in itself well worth it to us. And, 
when returns are higher with the use 
of the cards, we feel doubly repaid. 

In case one should get the impres- 
sion that these return cards are only 
applicable to trial orders to prospects, 
the differences between the cards AA 
and BB illustrated will quickly demon- 
strate the equally appropriate use of 

(Continued on Page 49) 
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§ CIRCUS SEAL | Wim THE CROWD 
WEY CHEER AY ACT AND MARE ME PROUD 
BOUNCE 4 BALL UPON MY NOSE 

=D SHOW MY SNAPPY ATO CLOTHES 










@ THAT a broad human interest ap- 
peal can be applied as successfully to 
marketing of industrial products as to 
consumer goods, has been demon- 
strated effectively by Calco Chemical 
Company, Bound Brook, N. J., in its 
recent campaign for Calco and Azo 
dyes. 

The opening wedge in the indirect 
approach to potential customers was 
a series of animal cut-outs directed 
to, and aimed at eliciting enthusiasm 
and support from the buyers’ children. 
That the campaign was effective can 
best be judged from the very concrete 
results obtained. 

Customers are 


Calco’s _ potential 


found in the cotton, wool, rayon, 


leather and paper industries. Last 
summer, E. T. Nettleton, advertising 
manager, conceived the campaign that 
was as diversified as the fields it cov- 
ered, but possessing a unity of theme. 
A series of ten monthly insertions in 
business papers launched the cam- 
paign, supported by monthly follow- 
ups in the form of direct mailings, 
and monthly salesmen’s bulletins and 
contests, all using the menagerie and 
circus theme. 

Always keeping in mind the ulti- 


mate goal of reaching the prospects’ 


children, each insertion featured a dif- 
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A smart merchandising idea built around the attention 
value of circus animals opens doors for salesmen and 
breaks down sales resistance for a staple product 





Calco Does a Jot whe 


ferent animal and a different color. 
Copy headlines tied into each animal 
theme. “Get the lion’s share with 
Calcozine Red.” “No monkey busi- 
ness when you use Calcocid brown.” 
“A bear for results, Calcocid blue- 


black.” 


caricatures and dominated each inser- 


The animal drawings were 


tion. The series appeared in Ameri- 
can Dyestuff Reporter, Chemical In- 
dustries, Hide &® Leather, Pacific Pulp 
cx Paper Industry, Paper Mill & 
Wood pulp News, Paper Trade Jour- 
nal, Rayon Textile Monthly and Tex- 
tile World. 

It was the direct mail follow-up to 
the magazine insertions, however, that 
laid the ground work for the achieve- 
As each 


insertion appeared, a direct mail series, 


ment of the ultimate goal. 


using the same color and animal, was 
forwarded to 4,000 prospects. The 
series for each industry was difterent 
only in one respect; to the cotton in- 
dustry was mailed a cotton cut-out of 
the currently promoted animal dyed 
in the currently promoted color; to 


Mimeographed sales bulletins with a 
touch of circus ballyhoo added a con- 
test spirit to the campaign, focussing 
attention of the salesmen on the vis- 
ible effects it produced on prospects 
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the wool men went a dyed wool ani- 
mal; to the leather men, a leather ani- 
mal and similar treatment was accord- 
ed the other fields. This idea was 
repeated following each monthly in- 
sertion in the business papers, the only 
change being the use of a different 
animal and color. The suggestion was 
made that the prospect save the ani- 
mals and take them home to his chil- 
dren. The copy featured animal testi- 
mony in rhyme form, such as this: 


HO SITLL BE THE CHAMPION WEIGHT-LIFTER FOR OCTOBER 19577 
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[he children flock to see me walk; 
Here’s what I'd say if I could talk: 
“I’m proud to be a circus bear, 
And wear my Azo underwear.” 

Thus the animals served a double 
purpose of being a novel way in which 
to present swatches of dyed material 
and at the same time served as a use- 
ful toy and furnished the potential 
link between the prospect’s family life 
and Calco. 

The tenth and final mailing offered 
the children a complete set of circus 
clowns in return for a letter stating 
that they had saved all ten animals 
and setting forth the reasons for lik- 
ing them. As a result of the single 
offer in the tenth mailing, Calco has 
forwarded 1,200 sets of the perform- 
ing clowns. Thus was established the 
potential link between Calco and the 
prospects’ family life and the basis for 
personal, friendly relationships. 

Calco was able to cash in on the 
promotion in yet another manner by 
using it to activate its salesmen and 
help them in establishing a “change 
f pace.” Monthly bulletins were is- 


sued, using the circus theme in line 
drawings, and reading: “Here is the 
Azo Circus the greatest, big- 
gest, grandest show since the days of 
Jo- Jo, the dog faced boy, General Tom 
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When you use Calcocid Brown RD Extra 













1 USED TO ROAM THE DESERT SAnDs 
SUT NOW | SELL THE AZO BRANDS 

FOR DETAMS HOW THEY OVED MY SKIN 
JOST TURN THE PAGE AND LOOK WITHIN 





USED TO RUN AROUND TwE ROCKS. 
MY MAME. YOU KNOW. 16 “REDDY FOR, 
SUT HOW I'm In THE CIRCUS Gam 

ND HELP TO SPREAD THE AZO FAME. 


ee a rn id 
Oe 
ee es Oe et mee nt Gree 8 
ee 

















Fee Sree sett Bet tytn 2 tang tee 
ee ee 
ee ee ee 




































ee 





window, you can count on Azo dyes 
to keep them satisfied.” Then fol- 
lowed a monthly sales contest with 
the winner being labeled “The Azo 
weight - lifter,” “Azo_ tight - rope 
walker,” or one of the other per- 
formers that appear in a circus. In 
this manner the sales force was made 
constantly aware of the aims and 
progress of the advertising campaign 
and became a vital and functioning 
part of it. 

While it is difficult to evaluate the 
campaign in terms of direct sales in- 
creases, it could be judged eminently 
successful as both attention compell- 
ing and in establishing the basis for 
Thumb and Fatima, the little dancing closer personal contacts for the Calco 
girl, And you guys are the main at- sales department. Having hit upon a 
happy theme, Calco and Charles W. 
of Azo sales to the main tent. It’s Hoyt Company, Inc., New York, 


traction. You bring the big parade 
your performance that keeps the line agency in charge, utilized its complete 
building up at the ticket wagon. And effectiveness by integrating magazine, 


once you get them in line at the ticket mail and sales promotion. 


Here's a typical example of how Calco Chemical's circus stunt engaged the 
attention of the prospect's entire family through the interest of the children 
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emphasizes the 


JOSEPH SINEL, Industrial Designer, 





Importance of Design in Layoul 


@ VISUAL factors of industrial ad- 
vertising are of at least equal impor- 
tance to copy and should receive as 
much attention in its preparation if 
adv ertising in business papers is to be 
most effective. That, briefly, is the 
significance of a report made last 
month by Joseph Sinel, industrial de- 
signer, before the Western Conference 
of the Associated Business Papers, Inc., 
it Chicago, in which he declared that 
a large part of both advertising and 
editorial content of business papers 
violates fundamental principles of de- 
sign and layout. 

Mr. Sinel made the study as an ac- 
tivity sponsored jointly by the Four 
\’s business paper committee, headed 
by Walther Buchen, president, The Bu- 
chen Company, Chicago agency, and 
the ABP agency relations committee, 
headed by Robert H. Morris, business 
manager, American Builder and Build 
ing Age. 

In presenting the study, soon to be 
made generally available, Mr. Sinel 
emphasized that the report concerns 
itself with visual factors to the exclu- 
sion of subject matter. Many national 
magazines, he asserted, have recently 
concluded that their editorial pages 
lack logical and persuasive presenta- 
tion, so that business paper editors who 
have failed to reach the new standards 
need not abandon hope. 

Straining for effect, Mr. Sinel said, 
is a common fault of both advertising 
and editorial content. The most effec- 
tive design of printed pages is unob- 
trusive and looks easy to do, because 
of the harmony which exists between 
all of the elements entering into the 
symphony. 

Mr. Sinel explained that examina- 
tion of advertising and editorial pages 
was based on these visual requirements 
for efficiency of “images”: 

1. Logical sequence of emphasis. 
With few exceptions, the pictorial ele- 
ments should be the first factor in at- 
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Western Conference of Associated Business Papers, 
Inc. is told that large part of advertising and editorial 
sections of business papers violate design fundamentals 


tention. From the pictures the eye 
moves naturally to the main title or 
caption, and on to sub-titles and body 
text. 

2. Clarity of images. Intelligent 
picturization, readability, should make 
readily available to the eye all asso- 
ciated forms on the page. 

3. Design qualities. This broad ap- 
pellation embraces appreciation of 
page area, white space, margins, pro- 
portions of associated elements, logical 
arrangement of pictures and type, and 
employment of all to the single end 
of quick and easy comprehension. 

4. Intelligent use of color in rela- 
Judging 
from its present misuse, Mr. Sinel ob- 


tion to pictures and type. 


served, one would think color was be- 
ing made available by the leading gen- 
eral magazines without charge. 


“This examination deals with funda- 
mentals rather than with particular 
features of the pages under review,” 
said the report, “because there must be 
latitude for individual expression in 
layout. All the combined elements of 
a page must, however, succeed in con- 
veying a convincing idea to the reader 
in a simple and direct manner.” 

Mr. Sinel, using lantern slides to 
enable his audience to follow his 
analysis of individual advertisements 
and editorial pages, showed the con- 
tribution of each element of design to 
orderly, hence effective presentation. 
Simplicity is the’ hall-mark of genius 
in layout and design, he said. 

The report discussed use and misuse 
of white space in detail, according this 
topic the post of honor. 

“Much is heard of white space,” it 


These advertisements were selected by designer Joseph Sinel as examples 
of good design and cited in his report to Associated Business Papers, Inc. 
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UNDERWOOD 


WORLD'S LARGEST MANLFACTURER OF TYPEWRITERS 
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“but little is done about it. White 
space is usually destroyed or wasted. 
The relation of pictures and type and 
the arrangement within a given area 
determine the value of this white 
space. Many advertisements reveal al- 
most complete disregard of the areas 
involved, annihilation of white space 
resuiting. 

[he greatest number of papers ex- 
amined were of this apparently hap- 
hazard nature. But in fact, they were 
not haphazard—too much considera- 
tion was devoted to design, with the 
result that not only an urge, but a de- 
termination to make the pages attrac- 
tive, was manifest. 

While, on the other hand, some 
magazines and individual pages were 
built on an appreciation, if not an un- 
derstanding, of the value of white 
areas, even the best cannot be regard- 
ed as demonstrations of the ultimate 
value of white space. This is more 
than mere margins around the page. 
It is the distribution of areas above or 
below the type masses, surrounding 
heads or encompassing vignettes.” 

The report said that so many thou- 
sands of images are clamoring for at- 
tention that the individual finds it im- 
possible to observe them all, and even 
more dificult to comprehend their 
purpose. Hence he responds to the few 
which compel attention. 

Successful design and layout, it con- 
tinued, give picture, title, sub-title 
and text opportunity to function in 
sequential relation. The prevailing 
vogue of bleed borders and tilted pic- 
tures, headings and text is valuable 
only when this principle is observed. 
The successful page design intensifies 
interest in systematic organization of 
its own elements. 

The report defines design as “or- 
dered disposition of the elements to be 
used, sequence of visual impacts, dis- 
tribution of major emphasis in rela- 
tion to the subservient elements with- 
in a given area—in short, intelligent 
utilization of line and mass to focus 
attention, create interest, and convey 
ideas or messages.” 
important 
tion,” the report continued, “is to de- 
velop all factors so that they converge 
on a central point of focal interest, 


‘The most considera- 


this interest being confined to the 
space at the disposal of the advertiser. 
Divergent images not only diffuse at- 
tention and disguise the basic idea, but 
project the eye into surrounding areas. 
Thus the great majority of advertis- 
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"The Revere layout is good because it presents a dominant idea and captions 
are held in proper relation to major emphasis. The Ahlberg Bearing design is 
poor because it forces incidental features on the eye, causing neglect of essen- 


tial points. 


The star-shaped background is ingenious but contributes to the 


general confusion," says the Sinel report on design in layout of advertisements 
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"“Compelled attention on the triangle and submerged treatment of the instru- 
ments add up to absence of any definite message. Much futile effort has gone 
into the Harrison Radiator layout,"' Mr. Sinel comments in his report to the ABP 





ing pages impinge upon their neigh- 
bors, to the detriment of all con- 
cerned.” 

The report contended that magni- 
tude of a page is important only as a 
factor in proportion. 

The rectangular shape is held most 
satisfactory for pictures, because it has 
a direct relation to the shape of the 
page. Furthermore, the eye usually 
enters the page by way of the pictorial 
element. Unified areas of the picture 
exert a more positive visual compul- 
sion than any equivalent type area. 

A characteristic fault is to over- 
emphasize captions or headlines, the 


report went on. Most headings are 
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too large in proportion to the remain- 
der of the page. Sub-headings irritate 
and distract the reader’s attention 
when they are too bold in comparison 
with the body type. The report urged 
wider use of simple type faces, either 
classical or modern, in advertising. 
Hand lettering is approved when it is 
readable, and its flexibility was held to 
be a decisive factor in page design. 
Simplicity was also recommended in 
body type, where irregularity of spac- 
ing of machine-set lines provides an- 
other problem. The major visual ex- 
pression of type is one of tonality and 
not one of forms or shape, the report 
(Continued on Page 57) 
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Joseph Sinel, designer; R. H. Morris, ‘American Builder & Building Age 
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and 


D. J. Hansen, "Domestic Enginering,” were among those present at the 
head table at the ABP Western Conference held at Chicago on February 7 


Publishers Get Outside Viewpoints 


ABP Western Conference is told to eliminate 
advertising from the front cover and use quicker 
tempo in editorial and pictures to increase interest 


@ BUSINESS paper publishers got an 
outside viewpoint of their business and 
its product at the Western Conference 
of the Associated Business Papers, Inc.., 
held at Chicago, February 7, from 
A. L. Decker, vice-president, Henri, 
Hurst & McDonald, Chicago agency, 
and Joseph Sinel, industrial designer. 
Mr. Sinel’s report on business paper 
and advertising design is given on an- 
other page. 

First of all, Mr. Decker told the 
publishers, advertising should be cleared 
from the front cover and the space 
used to merchandise the contents to 
prospective readers and to individual- 
ize the publication. Better quality of 
printing is needed in a large section of 
the business press, he declared. Stories 
should be told with fewer words and 
more pictures—successive pictures give 
action to the story. 

Mr. Decker advocated dramatized 
heads and more 


by-lines featuring 


writers. He looks forward to the time 
when business papers will use rewrite 
men—trained, masterful writers—just 
as is done on newspapers. And above 
all, he asserted, business papers should 
be aggressive and fight causes for the 
industries they represent. 

There is room for great improve- 
ment and simplification in the selling 
activities of business papers, according 
to Mr. Decker. 


solicitation is directed against the com- 


Too much of the sales 


petition and not sufficient devoted to 
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presenting the market on the basis of 
research. Business papers, he advised, 
need not fear competition of general 
media because such publications do 
not lend themselves to the specific sales 
job that should be done first by 
industrial and business advertising. 
There is, however, use for the hori- 
zontal business paper along with ver- 
tical mediums in many instances. 
Business papers should watch their 
circulations to guard against becoming 
too broad and thus weaken the edi- 
torial job, Mr. Decker cautioned. He 
also suggested that circulation state- 
ments be broken down by more sub- 
classifications to reveal hidden buying 
power 
Walther 


Company, 


president, The 
Chicago agency, 


Buchen, 
Buchen 
urged publishers, especially those in the 
same fields, to adopt standard bleed 
size as an economy measure for ad- 
vertisers. He advocated continuance 


of the agency relations committee be- 






A. L. Decker, Henri, 
Hurst & McDonald, en- 
gages James O. Peck, 
McGraw - Hill Publishing 
Co., in conversation, as 
E. T. Howson, "Railway 
Age," watches the cam- 
era man. Mr. Decker was 
the speaker at the lunch- 
eon opening the meeting 







a 
& 
2 






cause of mutual problems and repo: 
that a study is being made of rate 
structures and causes of variances 

Henry A. Palmer, editor Trafic 
World and Business Digest, took the 
publishers to task for a lack of news 
sense and editorial pages in many cases, 
Mr. Palmer is a great believer in 
strong, aggressive editorial leadership 
and feels that the business paper is a 
place for graduate newspaper men. 
Some business papers, he said, are too 
technical and completely overlook the 
newcomer in industry. 

John Hannon, National Real Estate 
Journal, discussed circulation practices 
and stated that 63 per cent of ABC 
business papers showed circulation in- 
He ad- 


vocated selling full-term or two-year 


creases on their last reports. 


subscriptions and advised that best re- 
sults were obtained on the basis of 
future editorial material. 

D. J. 
ing, ABP vice-president, presided in 
the absence of President E. H. Ahrens, 


Hansen, Domestic Engineer- 


Ahrens Publishing Company, New 
York. Judd Payne, executive vice- 


president, reported on the progress be- 
ing made in the association’s various 
activities. He called special attention 
to the organization’s new publication, 
“Business Opinion,” which presents to 
executives a f 


public summary of 


thought on current problems as ex- 
pressed in the pages of the business 


press. 


To Winternitz & Cairns 


Winternitz & Cairns, New York, has 
been appointed to handle the advertising 
of American Mfg. Company, Brooklyn, 
maker of rope and twine Marine, in- 
dustrial and hardware publications will 
be used. William A. Bartel is account 


executive 


Parsons to Jones & Laughlin 

Lewis M. Parsons has been elected di 
rector and vice-president in charge ol 
sales, Jones & Laughlin Steel Corpora 
tion, Pittsburgh. He was with the Beth- 
lehem Steel Company for many _ years 
and lately in charge of its Philadelphia 
sales office 
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Do Prize Winning Ads Get Results? 


LeBlond was more than pleased with the number of 
orders it received for catalogs accompanied by quarters 
in response to its series of prize winning advertisements 


@ DO prize winning advertisements 
really get results? Are they as suc- 
cessful competing in the actual mar- 
ket as they are in competition in the 
Ad Club? 

Speaking generally, it’s hard to say. 
But speaking specifically, here’s one 
instance where a series of three prize 
winning ads pulled 626 replies. The 
three ads in question were the main- 
stay of the “What Makes Main 
Street?” series created by Perry- 
Brown, Inc., for The R. K. LeBlond 
Machine Tool Company, Cincinnati. 

Walter L. Rybolt, LeBlond adver- 
tising manager, gives some first hand 
evidence of how successful one of 
his advertising series has been. “Last 
fall,” he states, “our three Main Street 
pages were entered in an ad competi- 
tion sponsored by the Cincinnati In- 
dustrial Marketers Association. The 
three ads were selected among the best 
of several hundred entered in the con- 
test and took three of the six possible 
honor positions.” 

Competing with advertising pro- 
duced by some of the leading indus- 
trial firms in that section of the coun- 
try, the LeBlond ad No. 1, “Main 
Street . . . My Foot,” won first prize, 
the judges according it the highest 
number of points. Ad No. 3, “We 
Blush . . . but we like it,” received 
the second largest number of points; 
and ad No. 2, “Could We Be Called 
Immodest?”’ received the sixth highest. 

“The first ad,” Mr. Rybolt an- 
nounces (speaking statistically), “‘ap- 
pearing in ten business publications, 
pulled 268 replies; the second, appear- 
ing in seven publications, pulled 275 
replies; the third ad, appearing in five 
papers, pulled 83 replies. Total replies 
trom publications amounted to 626, 
each one accompanied by a quarter, re- 
questing the now famous LeBlond 
Golden Anniversary Catalog, ‘What 
Makes Main Street?’ ” 


So here is one instance of a prize 
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winning ad series doing a good selling 
job. It is even more remarkable when 
it is considered that the ads had the 
tough job of plugging a book which 
had to be sold at twenty-five cents per 
copy—not given away! 

“We supplemented our business pa- 
per advertising with a two-piece direct 
mail campaign,” Mr. Rybolt continues. 
“Five thousand broadsides, featuring 
the book, ‘What Makes Main Street?’ 
drew fourteen per cent, or 691 re- 
quests for a free copy of the book. 
Then this campaign was followed by 
an unique LeBlond Christmas card to 
4,000 on the same mailing list, which 
brought in an additional two per cent 
response, or 80 requests for the 
book at 25 cents per copy.” 

@ Although the “What Makes Main 
Street?”” campaign was started late 
last fall and has since run its course 
and the book is no longer being pro- 
moted by printed advertising, requests 
are still trickling into LeBlond’s home 
office at Cincinnati, at the rate of three 
and four a day. Two printings of the 
“What Makes Main Street?” catalog 
have been completely exhausted, and 
the third is now being contemplated. 

Mr. Rybolt reveals the following 

score card for the series: 


Ad Ad Ad 

$1 32 #3 
Total returns 268 275 83 
Number papers used - +24 
Aver. return per paper. 27 39 17 
Largest return per paper 65 34 26 
Requests without coupon 9 69 29 


The campaign ran in the following 
paper: American Machinist, Canadian 
Machinery, Hitchcock’s Machine Tool 
Blue Book, The lron Age, Machinery, 
Modern Machine Shop, Railway Me- 
chanical Engineer, Steel, and Tool 
Engineer. 

Ad No. 1 was given recognition by 
The Copy Chasers in the January O.K. 
As Inserted feature. They said: 

“Main Street my foot,” is the 
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title of a LeBlond Machine Tool ad 
that rates a star for effective handling 
of the difficult book-plugging job. 
Copy runs along the same line—it’s 
reproduced nearby big enough, we 
hope, for you to read. It’s a good 
example of writing the words that a 
man would be inclined to say—even 
the unquoted parts are genuinely con- 
versational—and colorful. Paul Perry, 
of Perry - Brown, Inc., Cincinnati, 
Ohio, has kept his ears open to the 
mother tongue. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





The Problem of 
The Business Press 


Af one of our industrial advertis- 
ing association meetings, discussion 
brought out the fact that some adver- 
tisers feel that advertisements in the 
business magazines are not getting the 
attention they formerly secured; hence 
that values are lower. 

Do you have any information on 
this question? 

ADVERTISING MANAGER. 

Advertising in the business press is 
meeting more and more competition 
and it is quite possible that men are 
not spending as much time on busi- 
ness magazines as they did fifteen or 
twenty years ago. On the other hand, 
this same competition for time is be- 
ing felt by all magazine advertising, 
direct mail, as well as other forms of 
advertising. 

The movies, radio, automobile, etc., 
represent keener competition every 
year for everyone’s time. Management 
often frowns on any extensive reading 
of business magazines during office 
hours. A recent survey showed an av- 
erage of 6'%2 magazines going into each 
home. When business magazines have 
to compete with publications prepared 
expressly for entertainment, the com- 
petition is stiff because business at best 
is not always entertaining and of 
course there are all of the other more 
interesting elements of home life that 
make business reading difficult. 

These facts represent a challenge to 
the advertiser and to the business press 
—the advertiser to make his advertise- 
ments more compelling; the business 
press to make one issue dominantly 
different from another, which may 
make it necessary to give up adver- 
tisements on the front cover. 

Shorter, brighter editorials and ar- 
ticles—perhaps even telegraphic style 
of copy, might help. 

The business press still represents a 
very effective medium of advertising, 
but it will require more genius on the 
part of both editors and advertisers to 


meet the growing competition. 
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Varying the 
Direct Mail Attack 


As an N. I. A. A. member and a 
reader of INDUSTRIAL MARKETING, | 
would appreciate highly your frank 
Opinions and reactions to the current 
direct mail campaign for which I am 
responsible. Campaigns similar in style 
have been in effect for the last four 
years, and I am now working on the 
1938 series. 

We make and sell shipping boxes in 
a limited territory, using direct mail 
as our regular medium. Our objective 
is to keep regular customers sold on 
our product and services, as well as to 
obtain new customers. The market is 
highly competitive. 1 should particu- 
larly like to have your opinions on the 
following points: 

1. Do the folders need more “life” 
or “punch”? 

2. Do the titles and cover designs 
attract sufficiently to draw the reader 
inside? 

3. Which would you say are more 
interesting and effective from a pres- 
entation view point? 

4. Is the copy interesting or is it 
heavy? Should it be more informative? 

ADVERTISING MANAGER. 

Note: The above letter included a se- 
ries of seven very modern, beautifully 
prepared folders—two colors, 8%x11 size, 
tour pages plus a rather unique half page 





J. R. “Jess” Harlan, advertising man- 
ager, Yale & Towne Mfg. Company, 


Philadelphia, and vice-president, 
Eastern Industrial Advertisers, smiles 
as he reads a comic strip before 
digging in to work after lunch 





fold-over on page four. The folders are 
lithographed. The treatment is modern, 
with headlines such as “The Case of the 
Broken Mirrors,” “The Over-Burdened 
Protector,” “Protected by Double Wall,” 
etc. Each bulletin uses a different col 
combination and is mailed flat. 


We have read your folders through 
and have given some thought to your 
problem and will answer your ques- 
tions as listed. 

1. It would seem to us that the 
folders have plenty of life and inter- 
est; also a strong institutional plus 
value on the quality side. 

2. The titles and cover designs are 
remarkably well prepared and we are 
convinced would help to draw the 
reader inside. 

3. “The Case of the Broken Mir- 
rors,” “Protected by Double Wall,” 
“Unknown Cartons,” and “Perils of 
the Warehouse” are the most interest- 
ing from a presentation standpoint. 

4. We have found that case studies 
like the “Broken Mirrors” are always 
of great interest, particularly if they 
are similar or comparable to the prob- 
lems of the companies addressed. We 
know the “Overburdened Protector” 
theme is also of very strong interest 
to shippers. “An Exception to the 
Rule,” while of great value if a pros- 
pective customer gets into the copy, 
seems to be lowest in first-attention 
The copy is interesting, in- 
In fact, 


value. 
formative, and to the point. 
the whole campaign is head and shoul- 
ders above most of the advertising we 
see in yours or other lines. 

Now for the negatives— 

A campaign of this kind is prob- 
ably successful because it is well done 
and addressed to the men vitally inter- 
ested in the problems presented and 
who already know your good company 
and are willing to read messages com- 
ing from it. A more or less stand- 
ardized direct mail campaign such as 
yours serves splendidly for keeping 
present customers, but a little more 
variation of attack might prove more 
effective for prospective customers. It 
is possible that a good cross-section of 
your prospective customers are not im- 
pressed by this type of advertising, no 
matter how well done. 

In the first place, it is obviously 
advertising and can be quickly thrown 
into the waste basket. In the second 
place, if a man believes he knows your 
story, though interested in the gen- 
eral subject of shipping, he may rec- 
ognize your succeeding pieces as just 
another mailing piece from you and 

(Continued on Page 53) 
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T ~ . 
re Is Improvement-Minded 
: 
st 
ne t extensive improvements to motive power and rolling stock, shops, 
. roadway, track and structures, during the past two years, demonstrate 
that the railways are improvement-minded. These improvements—only the 
i beginning of urgently needed large-scale rehabilitation programs—strongly 
7 emphasize the importance of aggressive, railway sales and advertising 
campaigns. 


‘ One of the most effective means at your command to secure widespread 
. railway publicity for your products is a vigorous advertising campaign in 
one or more of the five Simmons-Boardman railway publications. These 
publications will enable you to select your own railway audience . . . and 
~ to concentrate your sales efforts without waste on the particular men you 
want to reach. Each publication is devoted to the interests of one of the 
several branches of railway service and each one has a specialized circu- 
j lation of railway men with buying power. 


The manufacturers who conduct continuous advertising campaigns will reap 
the greatest benefits from the resumption of large-scale railway buying. 
The value of continuous publication advertising is shown by the fact that 
; 67 per cent of the maintenance work equipment purchased by the railroads 
during 1937 was bought from 23 manufacturers who advertised, while only 
33 per cent was purchased from 108 manufacturers who did not advertise. 


Pave the way for increased railway sales of your products by making an 
adequate campaign in the Simmons-Boardman railway publications an im- 
portant part of your 1938 selling efforts. 


Simmons-Boardman Publications 


All Publications A.B.C. — A.B.P. 


30 Church Street, New York, N. Y. 
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Railway Age 
Published every Saturday. 
Edited from the executive, 
operating and managerial 
standpoint, and read by rail- 
way executives, operating offi- 
cials, purchasing officers and 
department heads, men who 
control railway policies and 
anprove major expenditures. 


Railway Mechanical 
Engineer 


Published monthly. Devoted 
exclusively to the problems 
of the railway mechanical de- 
partment officers who select 
and specify equipment and 
materials (including shop 
equipment) used in the con- 
struction, maintenance and re- 
pair of locomotives and cars. 
Railway Engineering 
and Maintenance 
Published monthly. Devoted 
to the interests of the railway 
engineering and maintenance 
officers who are responsible 
for the construction and main- 
tenance of roadway, track, 
bridges, buildings and other 
fixed properties. 


Railway Electrical 
Engineer 


Published monthly. Devoted 
exclusively to electrical prob- 
lems of the steam railroads 
and is read by the men who 
specify, install and maintain 
heavy electric traction, air- 
conditioning, shop electrical 
equipment, locomotive head- 
lights and turbo generators, 
train lighting and general 
illumination. 


Railway Signaling 
Published monthly. Devoted 
exclusively to the problems of 
railway signal officers and 
their staffs, who are respon- 
sible for specifying, installing 
and maintaining signals, inter- 
locking, centralized traffic con- 
trol, car retarders and com- 
munication equipment. 
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AN ADVERTISING SUCCESS STOR 


Proving, too, that “long’’ copy is readh 











































PRODUCT 


Helps you sell industry’s biggest buyers of parts, materials and finishes 


OF Ta PRES OGKT 


HAZARD ADVERTISING CORPORATION 
a Noner rowel Ma w AVENUE «aT ety foRmsT 


NEW YORK 


February 24, 1938 


Product Engineering 
350 West 42nd Street 
New York, N. Y. 


Mr. W. E. Kennedy, Menager 
Dear Mr. Kennedy: 


Here is e story on the sele of a new product which we 
believe will interest you because of the part your publication 
played in its success. 


The whole problem in introducing this product - the new 
Torrington Needle Bearing - centered around the design-engineer. 
In the first place, this new type bearing could not be used un- 
less a product were redesigned to accommodate it. We knew the 
design-engineer, whatever his title, was the man primarily respon- 
sible for initiating and okaying such a chenge. He would heve to 
be completely sold on the bearing's merits and technical features. 


Accordingly, informative copy was developed, giving the 
complete technical story - a concrete presentation of engineering 
facts supported by mechanical drawings of typical applications. 


The result was immediate and widespread. Inquiries 
originating from a keyed catalog offer buried in the text proved 
conclusively that long copy, if correctly presented, would be 
thoroughly read by this alert, responsive and informed group. But 
even more important was the high percentage of sales developed 
from the inquiries received. 


The contribution of PRODUCT ENGINEERING in delivering 
our message to this all-important audience will be of special 
interest to you. Both the quantity and the quality of inquiries 
traceable to PRODUCT ENGINEERING indicate it must be considered a 
"first paper" on any schedule planned to reach the men responsible 
for selecting and specifying perts and materials. 


Sincerely yours 


Cs. 

















DRHAT OUR READERS HELPED WRITE 
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dustry’s Biggest Buyers ” 





This new bearing ts 


Remarkable For \ts Size 

















A New Bearing... 


of unusual merit 


ADVANTAGES OF THIS NEW ANTI-PRICTION UNIT SHOW 
VALUE OF SMAPLICITY OF DESIGN. THE IDEAL SEARINES® 
SHOULD MOT Bf COMPLICATED 


yo pes Torrington Needle Bearing re- 
presents a new development in malern 
bearing design. It combines all the features 
of an anti-friction bearing into a single com 
pact unit that requires no more space than 
asmple bushing 

Two component parts—the tull comple 
ment of relatively small diameter rollers and 
the retaining shell by which they are held 
compnse the complete unit 

The advantages of this unit construction in 
facihtating installanon, speeding assembly 
and permitting casy disassembly are readily 
apparent. In addition, the small size of the 
unit offers advantages. Ihe small O.D. of the 
bearing simplifies the housing structure. The 
bearing, being 2 complete unit in itsell, 








STEERING WORM SECTOR 





KING PIN 





Practices! Applications of The Terrington 
Needle Bearing Ilustrate tte Unique Features 





simply pressed into position in a bore ma 
chined to proper dimensions. No auxiliary 


outer shell 1s necessary 
High Radial Capacity 


Of special importance ts the high unit capacity 
of the Vorrimgton Needle Bearing. For its 
size, it has a remarkably high radial load 
cating. This is obtained by the large number 
of rollers. For example, the full complement 
of needle rollers gives more than double the 
customary number of lines of contact with a 
directly proportionate increase in radial load 
carrying capacity 

The method of lubrication is another fea 
ture of the Torrington Needle Bearing. The 
retaining shell provules a natural reservoir 
for the lubricant and the clearance of 0025” 
between the turned-in lip and the shaft makes 
an effective seal. Thus the needle rollers turn 
im an oil of grease bath and continually bring 
up a fresh film of lubricant—insuring rota- 
tion of all moving members on a fluid film 
The lubricating action of the Torrington 
Needle Rearing is as efficient as « perfectly 
lubricated plain beanng 

The size of the Torrington Needle Bearing 
coupled with the simplicity of its construc- 
tion makes it a comparatively inexpensive 
anti-fnetion unit. Its small size greatly sim- 
plifies design and requires less material in 
surrounding members, contributing to further 


reduction im cost 
Experienced Manufacturing Methods 


Drawing on the accumulated expenence of 
over seventy years in the manufacture of 


precision needles of all types and twenty-five 
















































years of makjng ball bearings, the Torrington 
Company has built into the needle hearing 


the best that good engineering practice can 





produce. Exceptionally close tolerances are 
onstantly met to insure continuous trouble 


tree operation under varying conditions and 





load requirements. The retaining shell which 
serves as the outer race, is drawn from accu 
rately rolled strip steel. caretully heat treated 
and polished. Each roller is given an ex- 
tremely high polish. 

The shaft serves as the inner race in the 
majority Of applications, and should be hard 
ened and ground to proper dimensions How 
ever, where 1 1s desirable to use an unhard 
ened shaft an inner race will be supplied. All 
bearings are packed with lubmcant as soon 
as assembled. Every possible step is tuken to 
insure periection of materials and workman 
ship in che Torrington Needle Bearing 

A complete line ot both beirings and inn 
races is available to meet the requireme 
of mast commercial applications and mm 
ate deliveries can be made from stox 
hand. Further information is availa 
request. Write for Catalogue No. 5. 

The facilities of the Torrington 





ing Department are available, withou 


i} 


to all unterested in adapting the 


Needle Bearing to their produ 


This new bearing 


Permits High Radial Loads 


tacturers are invited to work 
our engineering staff in developin 


blies and laying out applications. 





Broach Offices in oll Principal Cities 








TORRINGTON 
NEEDLE BEARING 

















As an Example of good advertising well directed, this campaign was cited 
for Honorable mention in the Third Annual Advertising Awards Competition. 
Our congratulations to The Torrington Company and the Hozard Adver- 
tising Corporation. 
lf you want to “move” a mechanical or electrical part, a material, or a 
finish, take a tip from this successful campaign. Tell your story first to the 


























men most influential in determining what will be specified for use in their 
companies products. Do it with Product Engineering advertising. 


ENGINEERING 


330 West 42nd Street, New York 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





New Factors Influence 
Buying of Railways 


@ Railways have demonstrated their 
desire to rehabilitate motive power, 
rolling stock and shop equipment in- 
ventories as earnings permit. A con- 
tinuation of the extensive programs 


started a year ago is urgently needed. 


Over seventy per cent of the loco- 
motive inventory was built before the 
recent most intensive period of mo 
tive power development. Improve 
ments in design and materials, plus 
the demand for increased speeds and 
reduced maintenance, have done much 
to end the economical life of old pow - 
er. The total number of freight cars 
has steadily decreased and a resump- 
tion of business progress will mean a 
very narrow margin of reserve to meet 
increasing trafhc. Improved materials 
and construction also will tend to 
bring the railroads in the market more 


intensively than in the past ten years. 


Passenger facilities today are weighed 
from the standpoint of merchandising 
value rather than capacity, and in that 
light are largely obsolete. The rail 
roads, however, are continuing the ex 
tensive modernization and replacement 
programs of recent years. Such devel- 
opments as air-conditioning, stream- 
lining, modern luxurious accommoda- 
tions have caused such an unmistak- 
ably favorable public reaction that 
there is no place for the railways to 
stop short of complete modernization. 

In shop equipment the railroads are 
anxious to remedy the serious degree 
of obsolescence and high cost of op- 
This is 


shown by the fact that machine tool 


eration as speedily as possible. 


purchases increased 100° per cent in 
1937, when purchases represented 
§4' per cent of the 1924-29 average 
as compared with twenty-three per 
cent in 1936, 

With the granting of higher freight 
rates and improved general business 
conditions, the tendency for improve- 
ment of railway motive power, rolling 
stock and repair shop facilities should 
continue and be intensified—Roy V. 
Wricnt, Editor, Railway Mechanical 
Engineer. 
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Ample Funds Available 
For 1938 Highway Work 


@ REPORTS from highway depart- 
ments of forty-one states on their con- 
struction prospects for 1938 show that 
expenditures of very few states will 
be less than in 1937. In fact, some 
states indicated there would be sub- 
stantial increases. Eighteen states re- 
ported they were planning to expend 
over $4,200,000 for purchase of new 
equipment in 1938. 

The federal aid allotments for the 
fiscal year 1939 have been made, allo- 
cating $195,000,000 to the states and 
territories for federal aid highways 
and grade crossing eliminations. These 
are the allotments President Roosevelt 
wanted cancelled. However, congress 
in its special session took no action to 
this end. The matter will come up at 
the present session, but it is very un- 
likely that congress will vote to cancel 
the 1939 federal aid, for to do so 
would be to violate the contract made 
with the states in the Hayden-Cart- 
wright Act of 1936. 

In the meantime considerable 
amounts are available for 1938 from 
previous federal aid appropriations. On 
Nov. 30, 1937, 
ances of funds available for new proj- 


the following bal- 


ects were as follows: Federal aid high- 
way projects, $90,013,952; federal aid 
projects, 


secondary or feeder road 





The old pipe is a comfort and inspira- 
tion to J. W. Jay, advertising man- 
ager, Henry Disston Sons Company, 
Philadelphia, whose years of experi- 
ence includes not only general ad- 
vertising but agency work as well 


$20,111,041; federal aid grade cros 

ing projects, $39,218,827. So it wil 
be seen there is $149,343,820, plus 
the $195,000,000 just allocated; all of 
which except the grade crossing funds 
must be matched by the states. After 
all, 1938 may not be a very encou: 

aging year for a Pessimist.—C. 7 
Murray, Managing Editor, Roads and 
Streets. 


Packing Field Needs 
Cost-Saving Equipment 

@ MEAT packing operations are ap 
proaching a more nearly normal level 
than has prevailed in the last fev 
years. Pork packing, sometimes re 
ferred to as the backbone of the meat 
industry, while still below the post- 
war years, is expanding and a steadily 
increasing Output is in prospect. 

The new federal farm act is not 
likely to have material influence on 
meat animal production and may pro- 
tect the steady flow of livestock from 
year to year through the storing of 
surplus corn in years of heavy pro- 
duction for feed in periods of short 
crops. 

Thus with increasing activity in the 
pork division of the industry, with 
fresh meat operations remaining at 
normal levels, with consumer buying 
power holding steady or trending up- 
ward, as seems likely as the year goes 
along, the meat packer can look for- 
ward to improved business from month 
to month. 

Higher taxes, labor and other costs 
call for economical operation. Thus 
there is no place for outmoded ma- 
chinery and practices, but much need 
for all types of labor and cost-saving 
equipment, the purchase of much of 
which has been delayed in the past 
few years of low volume output. This 
would be further enhanced should the 
government make loans to small busi- 
ness more readily available—Paut I. 
Atpricu, Editor, The National Pro- 


visioner. 


Appoint Russell T. Gray 
Murphy Diesel Company, Ltd., Mil 


waukee, engine manufacturer, has ap 
pointed Russell T. Gray, Inc., Chicago, 
to direct its advertising. Business papers 
and direct mail will be used. 

The agency has also been appointed 
by Faber Laboratories, Inc., lubrication 
consultant in the automotive field. 


Phelps Joins U. S. 


William A. Phelps, formerly advertis- 
ing manager of the Certain-teed Prod 
ucts Corporation, New York, has joined 
the staff of United States Advertising 
Corporation, Toledo. 
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In the Meat Packing and Allied Industries? 














INTERESTING 
NEW FOLDER 


Gives complete 
information on 
present condi- 
tions and future 
possibilities. 


The types of equip- 
ment and supplies 
the Meat Packing In- 
dustry will be most 
in need of during 
the coming year are 
fully discussed. 


ASK FOR A 
COPY of 


“WHAT ABOUT 
1938 IN THE MEAT 
PACKING AND 
ALLIED INDUS- 
TRIES?” 
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of Circulations 
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The course in the Meat Packing and Allied Indus- 
tries is clearly marked— increased activity! 


Livestock receipts are mounting. And increased 
livestock receipts mean increased activity all along 
the line—more employment, more plant utilization, 
and highly important to you, greater expenditures 
for all types of equipment and supplies. 


The meat packer knows that if he has the raw 
material the volume of his business goes on, regard- 
less of general prosperity. Both employed and 
unemployed eat meat, and the meat supply of 1938 
will not exceed these needs. This is why the Meat 
Packing Industry differs from all other industries. 
This is why it is “the bright spot” in the 1938 indus- 
trial market. 


You can reach the concerns which do 99% of 
this ready-right-now industry’s business through 
timely advertising in 


rovi NATIONAL =“ &sizxés"* 


300 Madison Ave. 
NEW YORK CITY 
4 c 


103! So. Broadway 


Meat Ovi and ‘Allied Industries LOS ANGELES 
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Advertisers’ Responsibility 
To Business Papers 


@ IT MAY seem ridiculous to even suggest 
that advertisers, who pay for the space they use 
in business papers and thereby represent the 
buyer in the transaction, should bear any re- 
sponsibility toward the publications they use. 
Their responsibility, however, is to their own 
ultimate benefit and consists merely in helping 
the business papers carrying their advertising to 
do an effective job for them by providing copy 
which will make that possible. 

A great deal is heard about editorial excel- 
lence and leadership, and.about publishers doing 
a good job by keeping their editors out in the 
field to feel the pulse of their readers. The 
Associated Business Papers, Inc., invests in the 
Sinel survey so its members may have a key to 
better formats in relation to the fundamentals 
of good design. And on the opposite page 
INDUSTRIAL MARKETING announces establish- 
ment of annual awards for publishing achieve- 
ment for business papers to stimulate further 
thought toward improvement of these media as 
advertising vehicles. Thus, as an industry, the 
business press is straining for improvement and 
effectiveness in the function it plays in indus- 
trial advertising, but to achieve its objective 
there must be a realization on the part of ad- 
vertisers of their attendant responsibility in ref- 
erence to the copy they run and expect results 
from. 

Can it be considered out of order to feel that 
industrial advertising as an industry has this re- 
sponsibility and should do something about it? 
Good design and layout will contribute atten- 
tion value to advertising which, nevertheless, is 
helpless to sell goods if the copy speaks but para- 
graphs of words. Copy is the one all important 
factor in any advertising. Attest, crowded small 
space that actually sells merchandise, not because 
of attractive layout, art or decoration, but be- 
cause the words it speaks talk a simple, interest- 
ing language that leads to the buying impulse. 
And it is in this direction that more thought 
should be given. The chief objective of the 
O.K. As Inserted feature of this publication is 
to focus attention on this need by giving recog- 
nition to the good work that is being done and 
to reveal the sloppiness of an all too great share 
of it with a view to improvement. 

The concerted activity on the part of busi- 
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ness paper publishers to improve the editorial 
content and the general appearance of their 
books looms as a challenge to industrial adver- 
tisers to contribute greater reader interest in the 
advertising pages through interesting, factual 
and useful advertising copy. They will benefit 
with more tangible results. 


Broad Field for Visual 
Industrial Selling 


@ POPULAR acceptance of motion pictures 
and the new modern pictorial magazines em- 
phasizes a line of least resistance for the indus- 
trial selling job. Pictures, animated or still, tell 
an interesting and convincing story, whether it 
be a riot scene or a steel chip curling off a lathe 
tool, and their human interest should be capital- 
ized in the industrial marketing field. 

Many uses may be made of pictures and their 
cost can be adequately justified if they are 
planned for widest application. They lend 
themselves for use in publication advertising, 
direct mail, catalogs, sales correspondence, ex- 
hibits, and, not the least, sales manuals and visual 
presentations. 

In sales work, particularly, a steady flow of 
application and performance pictures, that tell a 
real sales story, and are not mere “shots,” gives 
the salesman one of the most powerful and use- 
ful sales tools that can be provided, short of the 
item itself or a model. They will enable him to 
register sales points of his product in a manner 
that will assure a clear understanding by the 
prospect and enable him to proceed through his 
sales story in a logical and thorough manner. 

When a sales representative has a continuous 
supply of visual data, he also always has new, 
fresh, effective sales ammunition, and, likewise, 
an entre for a call-back to keep in touch with 
developments on the order he is seeking. 

While all this applies to photographs as such, 
their effectiveness multiplies immensely if they 
are dramatized by motion and sound through 
motion pictures and sound slide films. In this 
direction there is a wide field of application for 
short movies and slide films that is being lost 
sight of and overshadowed by the spectacular 
productions designed for more general public 
relations work and institutional selling. The ap- 
plication of pictures, short movies and slide films 
in specific selling should not fall by the wayside 
in this new trend. 
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THE ESTABLISHMENT OF 


Annual Awards to Business Papers 
for Publishing Achievement 


ITH the desire to stimulate greater thought on the part of business paper pub- 

lishers toward improving their publications both editorially and physically, 
to make them more appealing and useful to their readers, and thus more effective 
as advertising mediums, INDUSTRIAL MARKETING will conduct an annual con- 
test with this objective and establish three Awards for Publishing Achievement. 
The awards, in appropriate material form, will be given to publishers of the 
business papers entering the contest and adjudged best under three entry classi- 
fications: 


] For the best series of articles, editorials, or general 
" editorial campaign around a definite objective. 


2 For the best single article or editorial pertinent to 
" the advancement and welfare of the field served by 
the paper. 


3 For the greatest improvement in typography and 
" format and general appearance. 





Honorable mentions will be given under each classification and signified in 
the form of framed certificates. A jury of awards will decide the winners and 
presentations will be made at the annual conference of the National Indus- 
trial Advertisers Association, to be held this year at Cleveland, Sept. 21-23. 


The jury of awards will comprise Julius S. Holl, adver All entries must be submitted on or before August | 


ae , = - 1938, to INDUSTRIAL MARKETING, 100 East Ohio Street 
tising manager, Link-Belt Company; William E. McFee = i : — Ohio Stre 
ae 7 ; tah a Shicago, and be accompanied by letters of trans 
The American Rolling Mill Company ; ; ; : 
aang mission setting forth the objectives of the material being 
Middletown, O., past president of the N.I.A.A.; Walther f } } 1) 
: : entered, and so far as possible, the accomplishments 
R,-+ ai Th death — —T sWEeNcY : < 
h >i The Buchen Company, agency or reactions received. Material entered must have 
Harvey A. Scribner, president, Russell T. Gray, Inc been published within the twelve months preceding 
agency; and William F. Kittridge, director of design the closing date of the contest. Additional information 
pography, R. R. Donnelley & Co., printers n any points in question will be furnished upon request. 
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Lead Through Weakness 


@ IT’S a well-known axiom of the 
mail-order business (where advertising 
has to deliver, or else), that “cures” 
sell more goods than “preventatives.” 
Now that seems reasonable, from what 
we know of human nature, and it 
probably holds true for industrial ad- 
vertising; but the point we want to 
make is not so much that a cure is a 
better seller than a preventative, as 
that either a cure or a preventative is 
1 more sensible thing to advertise than 
1 mere “superiority” or a resemblance 
to some trait of an animal or sports 
star 

Some products are mafural cures or 
preventatives; that is, their reason for 
being is first and foremost to guard 
igainst some condition, like rust or 
waste, or to eliminate something, like 
vibration or dust. 

When you have a product in this 
class, then your advertising job is to 
explain why the product does the 
guarding or eliminating in a more sat 
isfactory way than its competitors. 
Sadly, on this point, the advertiser is 
likely to fall down. Fascinated by the 
drama of preventing or curing (easier 
to get excited about than transmitting 
power or operating machine tools), he 
makes no effort to distinguish his prod- 
uct among others that have the same 
purpose. 

Givaudan Delawanna, 
deodorants for synthetic rubbers, fails 


presenting 


to give factual evidence of how and 
why the products do the trick. Pitts- 
burgh Fence could well have afforded 
part of its space to the long life, econ- 
omy or something of its own fence, 
rather than just selling fence. And 
American Hard Rubber, business-like 
in explaining its corrosion-resistant 
tanks, might have mentioned costs and 
results. 

On the other hand, Armstrong Cork 
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Cures and Preventatives 


Sales Control via Advertising . . . 


Required Reading . . . Boosts and Boos 


PROTECTION 


© 


. 
~ 


( arpenter 


takes care to explain fully and clearly 
why its corkboard insulation is called 
“nature’s own insulation.” And West- 
inghouse diagrams the reason why its 
safety switches eliminate burned con- 
tacts. 
@ An important classification under 
the more or less “natural” preventa- 
tives is corrosion-resistant metals. 
American Brass just offers Everdur as 
a non-rust metal . . . but Bethlehem 
presents the double sales argument of 
durable galvanizing on top of copper- 
bearing steel and indicates how littl 
extra it costs... and Carpenter adds 
the important plus to the “stainless” 
story by demonstrating the economy 
of its “Free Machining” grade in cut- 
“More Than 
is Carpenter’s 
slogan, and this is wise. A “plus”, 
then, to Robert F. Heller, of Beau- 
mont, Heller and Sperling, Inc., 
Reading, Pa., who lifts Carpenter 
out of its class. 

International Nickel discusses a spe- 


ting machining costs. 


Corrosion Resistance” 


cific instance of the effectiveness of its 


nickel cast iron in resisting corrosion 


FROM CORROSION 
Costs Less with 
Free-Machining Stainless 


3 


The Carpenter Steel Co. Reading, Peuns. 


STAINLESS STEELS 


from crude oil . . . and Alcoa recounts 
the amusing story of the chemist who 
discovered a substance that would dis- 
solve anything but couldn’t find a con- 
tainer for it, going on to explain the 
service of Alcoa research in keeping 
ahead of corrosion. Armco talks to the 
heating industry, selling the heat-re- 
sistant virtues of its “stainless.” But 
Ferro Enamel, with a swell story to be 
told, reverts to the time-worn trick of 
“two men talking”’—and hides the 
real meat way down in the copy. 
@ But other products—which aren’t 
“natural” preventatives or cures— 
products which make or carry or move 
or fasten or measure—these, too, can 
be advertised as being able to eliminate 
misfortune in one way or another. 
And since we think that homo sapiens 
is often even more conscious of his 
woes than of his responsibility to in- 
crease his firm’s profits . . . let’s look 
over some of the methods industrial 
advertisers are using to sell their prod- 
ucts as means of helping the prospect 
out of trouble. 

Unfortunately, there’s a tendency 
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@ Written for and directed to designers of 
machinery, MACHINE DESIGN scores a bulls- 
eye with every copy. 

Maintaining a readership of over 30,000 
executives, engineers and designers in more 
than 6,900 different machinery manufacturing 
plants, its contents are carefully scanned and 
read for constructive data and information on 
engineering trends as well as for ways 
and means of keeping up-to-the-minute in 
machinery design. 

Your message will reach the specifying 
power for parts, materials, accessories, finishes 
and methods through MACHINE DESIGN. If 
MACHINE DESIGN is not on your advertising 
schedule for the coming year you are over- 
looking the shortest and most direct route 
to volume sales at their very source — the 
designing engineers. 


May we send further evidence of MACHINE 
DESIGN’s place in your own sales plan? 


MACHINE DESIGN 


PARTS « MATERIALS +» METHODS « FINISHES 
CLEVELAND, OHIO 
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It Costs Less to Use O-B Insulators 


to state that “we stop such-and-such,” 
and to let it go at that—but cures and 
preventatives need ‘“‘reason-why” and 
“proof of results” just as much as 
any product. 

Nalco has a man saying, “If you're 
havin’ boiler water trouble, call the 
Nalco people,” and that’s all. Proctor 
& Schwartz asks “Why worry’ over 
drying problems?” but gives no good 
reason why Proctor & Schwartz (are 
we playing guessing games?) are the 
Brodie Meter 


“waste 1s 


people to end all worry. 
takes so long telling why 
really an awful word” that you quit 
before you reach the selling. “Friction 
Went Out When SKF Came In” is a 
swell slogan, but the generalizations 
that follow carry no real weight. 
Alco Valve resorts to baseball pic- 
tures and Climco tells how Pasteur 
conquered Ohio 
Brass tells how its Clamptops banish 
“conductor chafing, radio interference, 


hydrophobia, but 


extra work, release of conductor, te- 
dious hot-line changes, untidy appear- 
ance.”’ Here’s our idea of selling a man 
out of his woes, for O-B is very care- 
ful to point out how each individual 
trouble is eliminated, thus making O-B 
insulators cost less to use. We hope 
this citation will cure C. A. Faust, 
Ohio Brass advertising manager, of 
feeling unrewarded for a good job. 
Another good O-B spread is “He’s 
Breaking Windows Now”—not too 
subtle inference that Huskitype Insu- 
lators can’t be “busted” by malicious 
hoodlums. 

Du Pont cartoons “acid corrosion,” 
“gum,” and other troubles as bugs, 
and “Flits” them with Du Pont Anti- 


U. S. 


Steel uses the strip method to show 


oxidants—on the weakish side. 


how controlled steels smooth wrinkled 
foreheads—effective, but a true story 
would have won us over quicker. 
Goodrich’s specific application 
method is effective in showing how 


problems are licked—‘“It Floats 
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Through the Air With the Greatest of 
Ease.” G-E provides a challenging 
preventative headline with “Will the 
Homes You Wire Be Crippled in Three 
Years?” Jenkins Valve gives good rea- 
sons for defeating “wear, cutting, wire 
drawing;” Abercrombie details why 
its cutters are “trouble shooters where 
stuck pipe is your problem;” Mefropol- 
itan Device explains the prevention of 
thermal stresses in concrete structures 
by using Murray Duct. 

@ On the whole, we think the case 
study method is the best for handling 
the subject of troubles. Like Elliot?’s 
“How They Solved the Vacuum Prob- 
lem in this Chemical Plant” (although 
tired of ‘problem-solution” 
terminology). Adell Chemical shows 
how “LESTOIL is the solution to ris- 
North- 
ern Equipment shows before-and-after 


we re 


ing costs”—with real figures. 
charts to prove reduction of water 
level fluctuations with Copes regula- 
tors. Republic Fire Hose, promising 
mildew protection, offers a convincing 
photographic comparison of three hose 
sections, one not processed, one proc- 
essed by a competitor and the third 
treated by Republic method. And 
International Truck recounts the true 
story of “Licking the Worst Trucking 
Conditions in the World.” 

The oil companies use the case study 
method. Texaco: “Immediately the 
torn and ragged threads disappear”. . . 
Gulf: “Meet a man with 8 tons off 
his mind” . . . incidentally, two grand 
headlines. 

More good ads with “how to cure 
dandruff” effectiveness: 

Permutit—‘Dumping soap down 
the sewer?” 

Allen-Bradley—" You 
these trouble-breeding gadgets on Sole- 


won't find 


noid Starters!” 
Hughes Tool—“The only sure way 
to protect that last engaged thread.” 
Shartle—Vibration hits a new low 


in the Miami Jordan line.” 





Those fellows have the right slant 
on appealing to a buyer through his 
worries. There are other motives for 
buying, yes, but—if you'll think of 
what kind of a trouble your product 
will prevent or cure, then you'll be on 
the trail of something the reader is 
sure to be interested in! There are few 
other lines of attack that will lead 
you so directly away from what you 
think about your product and toward 
what you want your prospect to do 
about it. 

Advertising Can Guide 

Your Salesmen 

@ Last month Advertising & Selling 
article, “What 
The com- 


carried an amusing 
Your Salesmen Really Say.” 
edy, however, could very easily turn 
to tragedy if the salesmen actually 
happened to be your salesmen. A tiny 
microphone planted in purchasers’ of- 
fices picked up some woefully wishy- 
washy, weak-kneed, and slovenly sales 
talk. 

Just suppose some of your salesmen 
were in this group? What can you do 
about it? Your management and 
sales department have invested a lot of 
money in sales training, sales control, 
field codperation, etc. If there is still 
sales inefhiciency in some territories, 
what can you do as an advertising man 
to remedy the situation? 

You can do a lot—yes, even more 
than you realize—through the type of 
advertising you prepare, and how you 
merchandise that advertising back to 
your salesman. Here is a simple, but 
very important situation first. 

Assume you do a big proportion of 
selling through mill supply 

Here you may feel that the 
only contact you have with the men 


your 


houses. 


who sell your goods is by remote con- 
trol. But—by intelligent advertising 
and merchandising you can bring those 
men close to you and your products— 
yes, and if you do your job well 
enough you can even affect and im- 
prove their selling on your line. 

In the current issue of Mill Supplies 
we came across two beautiful examples 
of just what we’re talking about. The 
first is a spread for Alemite. The right 
hand page in two colors, and in the 
same theme and layout as Alemite’s 
advertising in regular industrial books. 
The copy, however, is written directly 
to, and expressly for salesmen, and 
closes with a paragraph full of benefits 
to him for pushing Alemite equip- 
ment. That might be a good enough 
job for even the better-than-average 
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IF YOU SELL TO INDUSTRY 


We are doing your advertising job every day! 


SN of buying habits and distribution in every major industry 
for two decades has provided Russell T. Gray, Inc. with valuable 
and specialized knowledge! No matter what industrial field you may 
be cultivating, Russell T. Gray, Inc. has at least one client already 
selling in that industry, and has been doing so for years. There need 
be no money and time lost in market study. This means prompt and 
qualified counsel seldom available so quickly in other organizations. 
For twenty years Russell T. Gray, Inc. has specialized in industrial, 
technical and automotive advertising. Your account is not lost among 
large accounts of a general nature. A member of the staff will gladly 


discuss your advertising problems with you. There is no obligation. 


RUSSELL T. GRAY, INC. 
Industrial Advertising 
205 West Wacker Drive, Chicago, Illinois 
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great gums! 


Selling Ammunition for 
the Mill Supply Solesman 


manufacturer, but it W asn't good 


enough for Alemite. It added a fac- 
ing page headed, “Great Guns!” and 
with a subhead, ‘Selling Ammunition 
for the Mill Supply Salesman.” This 
page is crammed with little news 
stories (with pictures) of actual.cases 
where Alemite equipment has saved 
time and money. These not only give 
friend salesman some swell stuff to 
talk when in the buyer’s office, but 
help direct his steps to similar com 
panies in his territory who might make 
the same savings through Alemite. 
Our hats are off to Arthur F, Otis, 
of Hays MacFarland & Co., Chicago 
agency, for so capably demonstrat- 
ing that the best way to sell the 


salesman is to help him. 


@ Second example is Osborn Brushes. 
They, too, use a spread, the right hand 
page of which is an industrial consum- 
er ad, “It’s Good Business to Use 
Good Brushes.” The left hand page is 
labelled (in good healthy lettering), 
“Idea Number 4—Used by ‘Brush 
Conscious’ Salesmen—and backed up 
by Advertising to your customers in 


( Those last 


three words lettered on an arrow car- 


February magazines.” 
rying the eye over to the facing page.) 
The copy here is, of course, all for the 
salesman, and explains the whys and 
wherefores of the consumer ad facing 
it. Next, this copy tells the salesman 
how to adapt this material for his own 
sales talks, and gives three strong sup- 
porting facts. Copy closes with this 
note—‘‘And because It's Good busi- 
ness to Use Good Brushes . . . It’s 
Good Business to Sell Osborn Brushes!” 


This is moving your advertising 
right in at the point-of-sale, and mak- 
ing it work through your salesmen. As 
it keeps digging in—helping them— 
educating them—they tend to lean 
more and 


on it and use it more. 


Our congratulations to G. P. Kurtz, 
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of G. M. Basford Company, Cleve- 
land, for writing this kind of profit- 
able advertising. 

@ If your selling is not done through 
mill supply channels, distributors, sales 
agents, etc., but by your own sales- 
men, then you're just that much 
luckier from the standpoint of being 
able to guide their efforts through the 
advertising you do. We'll assume that 
you’re doing a strong, well-planned 
business paper and direct mail job with 
all the necessary trimmings. How do 
you carry on from here? 

Oh, you say, that’s easy. Each 
month we send a reprint of the cur- 
rent ads together with a letter from 
our president. To which we reply that 
that’s all right as far as it goes (and, 
believe it or not, there are plenty of 
advertisers who don’t even do that) 
but does it go far enough? 

A short while ago we were in the 
ofice of a well-known industrial pub- 
lishing executive. We were talking 
this very subject, and he opened a 
desk drawer and handed us a port- 
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folio. It had the name of the Read 
It did: 


look particularly pretentious, and 


Machinery Company on it. 


first glance we weren’t at all impress¢ 
We opened it, and started to rea 
Our eyebrows lifted. The advertising 
manager of this company had built 
book which im advance for one qua 
ter of the year told his salesmen wha/ 
advertising was being done—wher 
was directed—why it was so written- 
when it would run. It sold the sale 
man on the advertising and showed 


him how to use it. 


It even went further than that. Ads 
were grouped according to products. 
Tabs indicated 
why a certain sales slant was used in 


The direct mail 


Schedules were listed. 


each piece of copy. 
plan was shown—all letters and fold- 
ers, etc., prepared in advance—mailing 
dates listed. Not only did the sales- 
man become convinced that his com- 
pany was lending him strong, and in- 
telligent support—BUT, the carefully 
planned pattern laid down by the 
quarter’s advertising package almost 
automatically swung his sales planning 
and tactics into line and tempo with 
this advertising. That’s sales control 
that simply sneaks up on the salesman, 
and makes him like it. 

We can’t show a picture of this 
portfolio in this department, and it 
wouldn’t mean a great deal if we did. 
Instead we are asking our good edi- 
tor, Ralph McGraw, to see if he can 
persuade J. G. Kuester, advertising 
manager, Read Machinery Company, 
Inc., York, Pa., to tell us more about 
this swell job of merchandising adver- 


tising. (Turn to Page 42.) 
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You make 


selling easier 


with less friction — by using 
Heinn Loose-Leaf 
Binders 


What Heinn quick-acting binders are to cata- 
logs, price books, and sales manuals, oil is 
to moving parts. 


To smooth out sales operations, and to speed 
up selling, Heinn binders are utilized daily 
by America’s leading businesses. 





4 They come to Heinn for equipment that is 
the last word in quick, effective opera- 
tion, sparkling presentation in keeping 

with their business standing, and 

quality construction to stand the 

gaff of years of rough handling. They 

standardize on the loose-leaf principle 

because it is a form of life insurance for the 

costly contents, which otherwise are rendered 
obsolete by a single change. 


We suggest that you send us a copy of your 
last catalog with data on quantities for our 
recommendation so you, too, can get these 
advantages. Do it today — no obligation. 





The Heinn Company, Dept. 378 326 W. Florida Street 
Milwaukee, Wisconsin 


Originators of the Loose-Leaf System of Cataloging 


America’s leading manufacturers of salesmen's 
loose-leaf equipment 


Branch Offices: Chicago — Cleveland — Detroit — 
Indianapolis — Los Angeles — Minneapolis — New 
York — Pittsburgh — Rochester — Seattle — St. Louis. 
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[CONTINUED FROM Pace 40] 

Read the Magazines 

You Advertise In 

“Copy Chasing” job, 


In doing this 
we go through more than a hundred 
Not all 


at once, but two or three at a time, 


business papers every month. 


day by day until closing date. We 
look through these books pretty care- 
fully. 
during the past few months) we have 


That is why (and especially 


become so impressed at the lack of 
harmony between most of the adver- 
tising, and the editorial pages of the 
particular business papers being used. 
Now this isn’t a new subject. Every 
advertising man knows that business 
papers are specialized tools, and most 
advertisers have learned to write spe- 
cialized copy. We have no quarrel 
here. But most of these same adver- 
tisers are still pretty oblivious as to 
what goes on in the editorial pages of 
the papers in which they advertise. 
@ We're just stinkers enough to make 
every business paper on an advertiser’s 
schedule required reading for his ad- 
vertising department. The one man 
in industrial publishing who is closest 
Why? 
He has to sell, and keep selling the 


to the advertiser is the editor. 


same customers and prospects that the 
And practically all 
of the time—in our better business 


advertiser does! 


magazines—he does a far superior job. 

So study him, Mister Advertiser. 
Read him, and read him carefully. 
Every day he is working for you be- 
cause he’s working for the people you 
have to sell. He can show you trends. 
He can point out needs. He can give 
you ideas. He can give you inspira- 
tion. He can help you a million ways. 

Make a test today 
of the papers on your schedule and 
read it carefully. See if it doesn’t 
bring you closer to current conditions 


Take just one 


in that particular market, and help 
you write stronger advertising—adver- 


tising in tune with Today. Even if 
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you get no further than the first 
“Editorial” section, we know you'll 
from the 


profit. You can learn 


editors. 


These Stopped Us— 
Kellems Products 
have commented upon in the past— 
chiefly because of the brevity of its 


advertising we 


copy—the responsibility it places upon 
layout and white space to gain atten- 
tion, upon illustration to tell the story. 
And now we find ourselves reading 
a Kellems ad that is packed jam-full 
And when 


we say reading, we mean reading, for 


of copy—two pages of it! 


we went right through to the end. 
Which proves that good copy doesn’t 
depend upon its being short or long— 
only upon its being good! 

Under the title of “King Tut 
laughed at it,” Vivien Kellems has 
written a truly engaging story of the 
woven straw tube puzzle that amused 
the Egyptians and countless school 
boys since, and has become a prin- 
ciple of gripping that has numerous 
industrial applications. In one ad, we 
have King Tut, an engineer travel- 
ing in Japan, the Chrysler Building, 
bunions, telephone drop wires, Boul- 
der Dam, 
pneumatic hose, a corset, a champagne 
bottle, German youth, wooden pilings, 
and what more do you 


elevators, ironing plugs 


hay mows... 
need for a fascinating story? This 
tale of a puzzle is no less selling be- 
for the reader 





cause it’s entertaining 
gets a new conception of the breadth 
of the product’s usage, and a new 
respect for the manufacturer. 

“2,000 Trucks Switch to 
Month” — potent 


Sovac 
Every inference 
there, Socony! 

Excusable use of sex in the Alcoa 


ad, “Picture of Why They Build Loco- 


motive Cabs in Aluminum.” The 
point is—slide fasteners for dresses 
must be light. Locomotives, too. 


Aluminum is the answer twice. A 








particularly good illustration for A!- 
coa’s suggestion: “It’s a_ Liftable 
Idea.” 

We like to catch phrases like that. 
Another good one—“Drive with teeth, 
not tension.” —Morse Chain. 

“Here’s a colt that’s fast on the 
break and always leads the pack at 
the quarter pole. What a champion 
racer he’d be if, with his alertness he 
had stamina—if he could only stay for 
the full distance.” That’s as far as 
La Bour Pump doesn’t think 
much of its product. 

Question to Philadelphia Gear: 
Which egg is bad, and how do you 
know? 

Some nerve Henrici Laundry Ma- 
chinery has, taking an eighth-page to 
proclaim “Henrici Leads for 1938.” 
Why send a boy to do a man’s size job? 

Moly has just got around to “Like 
peas from a pod.” The 887,956 other 
versions of this dopey headline had it 
“in a pod.” 

@ From Black-Clawson copy: “To 
many, 28c a ton will seem impossible.” 
Then don’t mention it! There’s no 
easier way to scare off a prospect than 
with a figure that may be true but 
sounds unreasonable. Don’t put too 
between the 


we got. 


much distance results 
your prospect is now getting and the 
results you can get for him—remem- 
ber, he doesn’t want to look bad in 
front of his boss. 

Swell Westinghouse spread: “It’s a 
cinch to reload a BA Fuse—only 10 
seconds with a spare holder . . . 53 sec- 
onds this way”—plus pictures. 

Far-fetched to sell Toncan Culverts 
—little Mary Jones had diphtheria, the 
doctor was 10 miles away, and so on. 

Far-fetched headlines: Republic 
Steel’s “How to win this game of 
Bridge,” tied with Activated Alum’s 
“Like a good dog, Alum is your best 
friend.” 

Boost-of-the-month: to Link-Belt. 
“Published in the belief that there is 
more to Business than just selling 
goods” is how Link-Belt explains its 
ad on “God’s Country.” For our part, 
we think Link-Belt rates some extra 
sales as reward for the job it’s doing 
to sell the future of this country to 
the employes of the industries that use 
its products. 

Boo-of-the-month: to Clark Con- 
troller for “Vast. Titanic. Stupen- 
dous. Colossal. Gigantic. 
Gargantuan.” We hope they’ve got 
all those words out of their system 
now. THE Copy CHASERS. 


Immense. 
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INDUSTRIAL 
MARKETING 


YUse It Often! 






Within the covers of the 1938 Market Data Book Number of 
Industrial Marketing is the answer to almost every factual problem 
of industrial marketing. Here are basic market outlines and sta- 
tistics on 85 distinct fields of trade and industry, together with 
complete and authoritative information on the business publications 


covering those fields. 


Keep the Market Data Book Number of Industrial Marketing on 
your desk, and use it often. Get into the habit, so valuable to thou- 
sands of industrial marketers and advertising agencies, of looking to 
the Market Data Book Number first for market and publication 


information. 


In this one publication have been gathered together, from thou- 
sands of sources, every type of basic market information about the 
country’s industrial and trade markets. Government, trade associa- 
tion and private sources have been combed to present a factual, in- 
formative picture of each industry, showing not only the extent of 
the industry, the value of its products, and its distribution, but also 
the variety of materials, machinery and supplies it buys, how it is 


set up, the important factors in the field, etc., ete. 


Thousands of users have called the Market Data Book Number 
“the most valuable single reference book ever made available to 
those selling to industrial and trade markets.” Once you get to 
know it thoroughly. you will agree whole-heartedly with this des- 


ignation. 


Use the Market Data Book Number often! Look to it first for 


primary data on industrial and trade markets and the publications 


serving those markets! 









INDUSTRIAL MARKETING, March, 1938 








How One Agency 
Writes Copy 


Thanks for the 


recognition given our Socony-Vacuum 


To tHe Eprror: 


ad in the O. K. As Inserted feature. 

It just happens that our method of 
making ads involves quite a number 
of people on a single ad. Usually no 
one person does the entire job. ~ 

On the particular ad in question I 
created parts of it several years ago, 
our industrial copywriter created other 
parts of it, a copy chief polished it, 
and one of our art directors did the 
layout. This is somewhat typical. In 
addition, both the advertising man- 
ager of Socony-Vacuum and the man- 
ager of industrial sales contributed to 
the ad also. 

It has been said that too many cooks 
spoil the soup. However, in this case, 
apparently to your way of thinking, 
the committee form of ad creation hit 
a home run, or at least a loud foul. 

FRANK R. GRIFFIN, 

J. Stirling Getchell, Inc., New York. 


_ = 


Results Traceable 
To Advertising 


To THE Eptror: 
terested in the performance of the en- 


You may be in- 


closed advertisement prepared for our 
client, The Bender Body Company. 

Within three weeks after this ad 
appeared, the company received twen- 
ty-seven inquiries from readers who 
desired further information on the 
Bender Cruiser Coach. 

Four of these prospects have now 
purchased a Bender Cruiser. Each 
coach sells for $4,665. The four sales 
total $18,660. 
have been four additional inquiries and 


At this writing, there 


good signs of three more near future 
sales. 

These inquiries and sales have been 
definitely credited to this advertise- 
ment—the beginning of a campaign 
stressing low cost maintenance, in- 
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creased operating profits and_ the 
greater appeal of all steel and stream- 
lined construction. 


Our client and ourselves are exceed- 


ee ee 
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ingly pleased with the outstanding pull 
of this advertisement. We feel it 
“clicked.” 
I. C. BeTTIKER, 
The Bayless-Kerr Company, 
Advertising, Cleveland. 
7 Vv FY 
Reader Surveys 
Keep Us in Tune 

To tHe Eprror: We were very 
gratified to see the nice mention made 
of our Hancock Valve advertising in 
The Copy Chasers’ article in your Jan- 
uary issue. We sincerely hope that 
this stimulates us to carry on in the 
same fashion with our future adver- 
tising. 

I have been reading INpDUsTRIAI 
MaRKETING regularly for some ten 
years now, and followed its change 
from Class and Industrial Marketing 
through the period when it was part 
of Advertising Age, etc. It is head 
and shoulders now above anything you 





have ever done, and I feel at the rate 
you are going that you haven’t by any 
means hit your full stride as yet. 

I think you probably have the right 
idea about how to make an interesting 
magazine because, as I recall, some 
time ago you wrote us, as well as a 
number of others, I imagine, asking 
for our criticism. That’s the way we 
find what’s wrong with our jobber 
policy. Go out in the field and talk 
to the jobbers. They’ll tell you whether 
you’re going in the right direction or 
the wrong one in a few well chosen 
words. I think too many industrial 
policies, as well as too many maga- 
zines, are made to please people in the 
home office, rather than the jobbers, 
consumers, or final readers. 

Louis “500” BRENDEL, 
Hancock Valve Division, Manning, 
Maxwell & Moore, Inc., 
Bridgeport, Conn. 


ee 9 
Right! Advertising 
Should Be Newsy 

To tHe Eprror: Thanks for the 
recognition given our advertising in 
the O. K. As Inserted feature last 
month. 

Really, it isn’t meant to be a trick, 
neat or otherwise, and even if it is 
creditable advertising, I don’t know 
that we are entitled to very much 
credit, because frankly we hit on this 
plan because it seemed to us that ad- 
vertising should be just as newsy as 
the front page of a newspaper. Some 
advertising seems to be about as in- 
teresting as the radio schedule pub- 
lished in last week’s paper. 

E. R. SMITH, 
Vice-President and General Manager, 
Seneca Falls Machine Company, 
Seneca Falls, N. Y. 


vvy 
Copy Merchandises 
The Representative 

To THE Eprror: We are attaching 
a proof of the first of a new series of 
advertisements on American Engineer- 
ing Company Lo-Hed Hoists. 

We believe it has a certain unusual- 
ness of handling—layout which points 
to a piece of equipment as being re- 
sponsible for a certain wanted condi- 
tion. Notice, too, the copy—which 
has all its direction toward calling in 
a representative and sells product ad- 
vantages “indirectly” by stating that 
the representative will give the details. 
Copy, as you can see, merchandises 
the representative. 

The campaign has been enthusiasti- 
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cally received by representatives and 
has received considerable attention on 

the part of prospects. 

H. S. THOENEBE, 

John Falkner Arndt & Company, Inc., 
Philadelphia. 

vvyY 

The Need for County 

Breakdown of Circulation 

To tHE Epitror: I have just fin- 
ished reading your editorial on the 
N. I. A. A. Publishers’ 


Form. 


Statement 


Immediately upon receiving the in- 
formation that these forms had been 
issued, we asked our advertising agen- 
cy, Needham, Louis & Brorby, Inc., 
Chicago, to get in touch with the pa- 
pers on our schedule and get the de- 
sired information. 

I believe my job is not particularly 
different from that of hundreds of 
other industrial advertising men. While 
Standard Rate and Data, and A. B. C., 
C. C. A., and A. B. P. give very good 
information, yet I find myself with- 
out definite information that I can 
use to sell distributors and salesmen 
on the advertising job we are doing in 
their particular territories. 

| believe county breakdown of cir- 
culation is a step in the right direction, 
and will give advertisers a better pic- 
ture of the 
business papers so that greater effort 


circulation of national 
can be put forth in territories where 
these papers are weak in circulation. 
Much has been said and will con- 
tinue to be said about the problem of 
Some 
claim they are necessary evils. Some 
say they use them wherever “political” 
pressure is brought to bear. And some 


advertising in regional papers. 
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say they split the cost of this adver- 
tising with distributors. 

Salesmen and distributors in our 
field look with a skeptical eye at the 
national advertising carried on by the 
manufacturers. They know it is es- 
sential and they wouldn’t like to han- 
dle a product that is not generally ad- 
vertised in leading business papers. On 
the other hand, they will turn right 
around and exert all of the pressure 
they possibly can to get advertising 
from the manufacturer in the local 
paper, sometimes without analyzing 
the cost or the circulation as closely 


as we do. 









cof OW. 
AUDIENCE 





The psychology behind this prob- 
ably is the fact that distributors and 
salesmen want to sell their companies 
as the source of supply. This is a 
worthy cause, to be sure, and must be 
done if at all possible, but it is the gen- 
eral opinion that this is the distrib- 
utors’ and salesmen’s job of tying in 
their efforts to show that they are the 
source of supply for the nationally 
advertised products. 

In the entire picture of advertising 
it is my belief that we must not only 
try to speak in the customer’s lan- 
guage in our advertising, but when 
(Continued on Page 53) 






Through the ABSTRACT SECTION 
of METALS ano ALLOYS 





ABSTRACT SECTION 
HEADINGS 


. Ore Concentration 

. Ore Reduction 

. Melting, Refining and Casting 
. Working of Metals 

Heat Treatment 

. Furnaces, Refractories and Fuels 
. Joining—Welding and Cutting 
. Finishing 

. Testing 

. Metallography 

. Properties of Metals 

. Effect of Temperature 

. Corrosion and Wear 

. Application 

. General—economic—historical 


SOD ONOUPWDH — 


Ue wh 














PX 


Digests from over 800 publica- 
tions are published each month 
in this Abstract Section. 


Classified under 15 major head- 
ings, the Abstract Section 
brings the reader and the ad- 
vertiser together when the 
reader is ready to buy. 


Exclusive with METALS and 
ALLOYS, this Abstract Section 
places your advertising next to 
reading matter pertaining to 
your product—at no premium. 


1938 GUARANTEE— 
6,000 A. B. C. 
CIRCULATION PER MONTH 
RENEWAL RATE—72.16%, 
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Republic Steel Exhibit Gets Award 


@ HERE’S a tip to advertisers inter- 
commercial exhibits—stress 
light. Wrap 


them around a strong selling idea and 


ested in 
simplicity, color and 


out will come a blue ribbon winner. 


That combination worked out for 
Republic Steel Corporation, Cleveland, 
at the recent Northwestern Lumber- 
men’s Association Convention, Minne- 
apolis. Its exhibit on farm products 
was awarded first prize in the Build- 
ing Materials Division and the grand 


sweepstakes prize for all divisions. 


Theme for the exhibit was ‘“Repub- 
lic Farm Products at Your Fingertips.” 
This was dramatized by means of a 
huge model of two hands, around 
which were placed models of products, 
such as woven wire fencing, steel fence 
posts, barbed wire, nails, etc. Playing 


over all were successive waves of col- 


ored light from a concealed color- 
scope. 

As a supplement, huge blowups of 
current business paper advertisements 
to lumber dealers were placed in pan- 
els along the back wall. These were 
in turn flanked by blowups of photos 
of Republic’s new wire mill opened 
last year at South Chicago. The en- 
tire built-up background of the ex- 
hibit was painted white, thus afford- 
ing an unusually effective contrast for 
the display of farm products. 

Exhibits in dealer conventions round 
out an extensive advertising campaign 
for Republic in behalf of their farm 
products. Its media list includes both 
state and national farm papers. Prin- 
cipal selling job is to line up dealers. 

The prize winning exhibit was de- 
signed and built by Bushman-Moore, 
Inc., Cleveland. 





[CONTINUED FROM Pace 10] 


Pre-Testing 


and will receive less. As to the num- 
ber of replies, as few as thirty may be 
sufhcient, or perhaps more than a hun- 
dred. You will need experience to 
know when to stop, but a rough rule 
is to divide your answers in two ran- 
dom groups. If both groups give the 
same result, you can be pretty sure 
that all the additional answers you 
could obtain would not change it. 
Illustrated here are two examples of 
practically identical ranking by differ- 
ent groups. 

Nickel 


mental advertisements pictured here 


The International experi- 
are selections from an unusually inter- 


esting test. You will note that each 


one of the five represents some partic- 


The test 


ular type of copy treatment. 


46 


indicated that one of these types was 
far more appealing to prospects than 
any of the other four. Since the test, 
as many Nickel advertisements as pos- 
sible have followed the same style. 
Thus was one benefit of a single test 
extended far beyond the few adver- 
tisements developed by it. 

There is possibly a clue here to the 
most practicable procedure for many 
an advertiser who for one reason or 
another is unable to make tests fre- 
Let him arrange one which 
six different 


quently. 
includes five or copy 
styles, each represented by several ex- 


Then, 


have indicated their preference, he can 


amples. when his prospects 
adopt the same style for all subsequent 
advertisements pending the time he 
can conduct another test and perhaps 
discover another copy approach even 
more effective. 

This is not, of course, the ideal 













procedure. For greatest efficiency every 
advertisement published should pre- 
viously have been given the stamp of 
prospect approval. However, the ideal 
costs money, not only in extra creative 
work, but in printing and postage. 
The amount of agency commission on 
the average business paper page pro- 
vides little enough margin for capable 
copy and art—there is nothing left 
for any additional expense such as test- 
ing (see panel for detailed cost analy- 
sis). Yet, from the advertiser’s stand- 
point, the increase in value of the 
tested advertisements is much greater 
than the cost of the testing. The lat- 
ter will scarcely ever come to more 
than twenty per cent of the cost of 
the space and will scarcely ever fail to 
produce advertisements less than fifty 
per cent more effective. 

Furthermore, the information gained 
through testing advertisements helps 
improve your sales literature, 
salesmen’s story to prospects and often 
For any 


your 


even your product itself. 
business paper advertiser, testing is a 
sound investment. 





Schreiner Advanced by 
Carnegie-lllinois Steel 


G. Reed Schreiner, who has been as 
sistant advertising manager of Carnegie 
Illinois Steel Corporation, Pittsburgh, 
since organization 
of the company 
Oct a 1935, has 
been appointed ad- 
vertising manager, 
succeeding Charles 
R. Moffatt, recent 
ly appointed direc 
tor of advertising 
ot United States 
Steel Corporation 
of Delaware Mr 
Schreiner has been 
with the organiza- 
tion = since 1919, 
when he joined the 
advertising depart- 
ment of the for 
mer Carnegie Steel company after world 
war service with the United States army 


G. R. SCHREINER 


Memorial Loan Fund 


for Russell T. Gray 


The Russell T. Gray Memorial Loan 
Fund has been established at Purdue 
University, Lafayette, Ind., in memory 
of the late Chicago industrial agency ex- 
ecutive. Funds have been contributed by 
Russell T. Gray, Inc., members of that 
organization and the Purdue Alumni As 
sociation, of which Mr. Gray was a past 
president He was a member of the 
class of 1915 at the university. The 
loan fund will be used to assist needy 
students in their third and fourth years 


Ackerman to General Porcelain 


Paul Ackerman, formerly advertising 
manager, Victor Mfg. & Gasket Com- 
pany, Chicago, has been appointed sales 
promotion manager, General Porcelain 
Enameling & Mfg. Company, Chicago 
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Industrial 
expositions 








— 

M 9-12. Machine & Tool Progress 
hibition, American Society of Tool 
gineers, Convention Hall, Detroit, 
ch. 

March 14-17. National Railway Appli- 


ces Association, Chicago. 
March 22-25. Eighth Packaging Exposi- 
mn, Palmer House, Chicago. Clapp & 
Poliak, Inc., 232 Madison Ave., New 
Y ork 

Apr. 13-15. Petroleum Industry Electrical 
Association, Rice Hotel, Houston, Tex. 
H. E. Browne, Sec., P. O. Box 60, In- 
jependence, Kans. 

Apr. 24-28. American Water Works As- 
sociation, Roosevelt Hotel, New Or- 
leans, La. Harry E. Jordan, Sec., 29 
W. 39th St., New York. 

May 2-6. American Mining Congress, 
Music Hall, Cincinnati, O. Julian D. 
Conover, Sec., 309 Munsey Bldg., 
Washington, D. C. 

May 10-15. National Cotton Show, Mem- 
phis, Tenn. 

May 14-19. American Foundrymens As- 
sociation, Cleveland. D. M. Avey, Sec., 
222 W. Adams St., Chicago. 

May 14-21. Tenth International Petro- 
leum Exposition, Tulsa, Okla. 

May 19-21. Machinery & Power Show, 
Joint Oil Mill Superintendents’ Associa- 
tion, Municipal Auditorium, Memphis, 
Tenn 

May 23-26. National Association of Pur- 
hasing Agents, Hotel Jefferson, St. 
Louis, Mo. G. A. Renard, Sec., 11 
Park Place, New York. 

June 6-10. Flour Mill Machinery & Mill 
Supplies Exhibit Assn. of Operative 
Millers, Minneapolis, Minn. 

June 7-10. National Confectioners Asso- 
ciation of the United States, Waldorf- 
Astoria Hotel, New York. Max F. Bur- 
ger, Sec., 224 S. Michigan Ave., Chi- 
cago 

June 20-23. National Association of 
Building Owners & Managers, Schroe- 
der Hotel, Milwaukee. Robert B. Beach, 
Sec., 134 S. LaSalle St., Chicago. 


June 20-23. National Conference on Vis- 
Education, Francis W. Parker 
School, Chicago. 

Aug. 29-Sept. 3. Power Show and Me- 
chanical Exposition, National Associa- 
tion of Power Engineers, Civic Audi- 
torium, Grand Rapids, Mich. 

Sept. 21-23. National Industrial Adver- 
tisers Association, Statler Hotel, Cleve- 
land, O. M. R. Webster, 100 E. Ohio 
St., Chicago. 

Sept. 27-30. Iron & Steel Exposition, 
Public Auditorium, Cleveland, Ohio 
Oct. 3-7. Twentieth Annual National 
Restaurant Association Exposition, Na- 

nal Restaurant Mart, Chicago 

Oct. 8-15. National Dairy Show, Colum- 

s, O. Lloyd Burlingham, Secretary, 
Deshler-Wallick Hotel, Columbus, O 


Oct. 10-14. National Safety Congress & 
Exposition, Chicago. 

N 11. National Automobile 
Grand Central Palace, New York 


Show, 


Newpher Succeeds Palmer 
C. F. Newpher, formerly assistant to 


the president, National Screw & Mfg 
Company, Cleveland, has become vice 
president and general sales manager, suc 
ceeding C. H. Palmer, who has retired 
after forty years with the company 


Gill Names Metcalf 


Gill Leather Company, 
has appointed George T. Metcalf, Provi 
dence, R. I., as advertising counsel for 
business paper and direct mail cam 
paign 


Two Join Moser & Cotins 


Herbert L 
penberg have resigned from the Al Paul 
Lefton 
with Moser & Cotins, Inc., 


Salem, Mass.., 


Steiner and Arthur Pop 


associated 


New York 


Company to become 





Gets Axle Division 


Timken-Detroit Axle Company, De- 
troit, has appointed Brooke, Smith & 
French, Inc., Detroit, to handle adver- 
tising of the axle division The agency 
will also continue to handle the oil 
burner division account 


Made Manager of Railway Sales 

C. D. Carey has been appointed man- 
ager of railway sales for Gulf Oil Cor- 
poration and Gulf Refining Company, 
both of Pittsburgh, with headquarters in 
Pittsburgh 


Walker to Houck 

Walker Machine & Foundry Company, 
Inc., Roanoke, Va., has appointed Houck 
& Co., Roanoke, to handle a direct mail 
and business paper campaign 
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In hundreds of laboratories the future of man’s industry and recrea 
tion is being envisioned and made practical by the greatest engineer- 
ing minds that ever lived. As fast as progress can absorb it there will 
emerge new, revolutionary inventions, new combinations of existing 
inventions and drastic improvements on the things we already con- 
sider necessities. It is such development which keeps business alive. 


Behind these doors, which are closed 
to the salesman and his samples, are the 
men who are guiding the future of the 
amazing field of electronics. But, through 
every door of any account goes the 
magazine ELECTRONICS. That's more 
than penetration—that is in many cases 


exclusive entry 


ELECTRONICS is the One magazine 
which digs into inaccessible design 
heaquarters and comes up with orders. 


COVERING, through 12,500 subscrib- 
ers and more than 30,000 pass-on readers— 


The Radio Industry — Broadcasting and 


Communication — Television and Fac- 
simile —The Sound Industry — Indus- 
trial Manufacturers — Electrical and 


Testing Laboratories 


‘ELECTRONICS 


A McGraw-Hill 


330 WEST 42nd STREET, NEW YORK, N. Y. 


x19 GOING ON IW Tye pg OD 











PROFIT IN ELECTRONICS 
BY ADVERTISING 
SUCH PRODUCTS AS 


Acoustic materials- Alloys -— Batteries 
— Technical Books — Cabinet mate- 
rials — Electrical Controls — Escut- 
cheons — Fasteners, bolts, nuts, wash- 
ers, rivets — Fuses — Generators — 
Insulation — Magnetic Material — 
Electrical Measuring Instruments — 
Metals — Meters — Motors — Pack- 
ing Cases and Material — Plastics — 
Radio Components — Recording Equip- 
ment — Relays — Switches — Elec- 
trical Testing Apparatus — Trans- 
formers — Tubes — Varnishes and 
Waxes — Wire, copper, insulated, 
steel, etc. etc. 








va > 


Publication 
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MILTON H. GLOVER, Tri-A\rts Press, New York 


gives some pointers on how to 
Put “Eye Flow” inte Your Layouls 


Also five factors to watch in preparing advertising 


@ AS I see it, sales volume depends 
upon one, or more, or all of these ad- 
vertising factors: Volume, quality, 
legibility, simplicity or appeal. There 
may be more—novelty might be one. 
Let us not decide, however, which of 
these is most important. I doubt that 
any method of determining relative 
importance would be accurate. For 
volume and simplicity are nearly tan- 
gible. But the others—legibility, qual- 
ity or appeal vary with individual 
interpretation, understanding, or likes 
and dislikes—taste. 

For the moment, let us discuss just 
one of these factors—legibility. Ac- 
cording to Webster, legibility means 
“easily read . . . discovered or discerned 
from evident indications.” I wonder 
how many of us really do our best to 
make our advertising “easily read and 
understood” .. . how many give “evi- 
dent indications” for the discovery of 
facts. 

Good layout will help. And the 
word “good” here is most important. 
It does not mean pretty, or smart, or 
good-looking, or colorful, or harmo- 
nious as to type and _ illustration. 
“Good” in this sense means the legible 
presentation of headline, illustration, 
copy, company name and any other 
element in an advertisement. 

The problem for us to work on then 
is to find ways of making an adver- 
tising layout “good” . . . “legible.” 

This is, believe me men, no soft job. 

We have, I presume, gathered to- 
gether all the things that will appear 
in our advertisement. We have the 
headline written—subject, of course, 
to change without notice. The pic- 
torial scheme has been suggested, the 
amount of copy and kind of copy has 
been indicated approximately, and it 
has been decided by the president of 
our firm that the company name or 


From an address before the Industrial 
Marketers of New Jersey, Feb. 16 
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which will contribute toward economy in execution 


product name will go at the bottom, 
across the full width of the advertise- 
ment, in large black-face letters, there- 
by and thereupon making our prob- 
lem very, very difficult, indeed! 

Nevertheless, we will pick up our 
notes, storm out of the conference 
room, and race back to our desks to 
assemble all these things and incor- 
porate all these thoughts into an in- 
telligent and legible layout. 

We will begin by making many 
rough thumb-nail sketches on tissue, 
in an attempt to organize the elements 
in such a way that the reader’s eyes 
will alight on the page where you want 
them to, and stay on the page long 
enough for them to read and under- 
stand the advertising message thereon. 
If your layout will do this, then we 
will have—to paraphrase a well-known 
automobile’s nickname—Eye Flow. 

There are several ways of develop- 
ing this Eye Flow result. 

The first is by arrangement. 


A. Try to arrange all the elements 





After a few years of agency activity, 
W. E. Cox is back with Quaker City 
Rubber Company, Philadelphia, di- 
recting the advertising of this fifty- 
year-old rubber goods organization 
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so that there can be no noticeable 
break in the continuity of reading or 
thought. 

1. Break headlines for sense. 

2. Avoid large areas of black or 
white in the middle of the ad. 

3. If the text is to be divided into 
two or more columns, be sure 
that the beginning of a column 
is easy to find. 

B. Try to arrange all the elements 


S 


~ 
~ 


that there is no noticeable change 
of direction. 

1. If your headline, or illustration, 
or logotype, or decoration turns 
corners, have something inter- 
esting around those corners or 
you'll find Mr. Reader turning 
to the next page. 

2. Keep all the elements pointing 
within the page. If you lead the 
reader off your ad before you’re 
through with him, he will sure- 
ly never return. 

C. Try to arrange all the elements 

so that they look easy to follow. 

1. Simplify the arrangement. 

2. Eliminate all puzzling aspects. 

Another way that we may achieve 
this Eye Flow result is by the proper 
selection and specification of type. 

A. Try to specify types that are 
easy to read. 

1. Under no circumstances may 
legibility of type be sacrificed 
for beauty or novelty or smart- 
ness. 

B. Select type faces that are har- 
monious with all the elements in your 
layout. 

1. According to the amount of ma- 

terial. 

2. According to the general color 
of headline, illustration, price- 
boxes, logotype, etc. 

There is one more major important 

thing to consider if we are to call our 
layouts successful. That is economy 























vecution, Layout, art and mechan- 
ca! costs are relatively small to the 


ie in potential returns of a good 


a 


advertisement. But many a selling 


ut has been squelched in the inner 


ottice because mechanical costs were 
too high. 

\. Art work preparation varies 
with each process of reproduction. De- 


termine the process of reproduction 
and have key drawings made accord- 
ney. 
8. Prepare ty her’s copy i 
pare typographer’s copy in 
such a way that the instructions are 


fool-proof. 
Have the copy typewritten and 
check it for errors before it 


leaves your hands. Author’s cor- 
rections are costly. 

C. Have all sizes, quantities, etc., 
definitely established before starting 
production. 

D. Find out about printing, bind- 
ing and paper limitations and possibil- 
ities before starting any layout or 
visual work on a direct mail campaign. 

E. Mr. Farley’s post office has cer- 
tain rules that govern mailing. It is 
a good safety measure to have trial 
dummies tested at the post office for 
weight, size, bulk, etc. Some mailings 
require special mailing labels. Find 
out about them. 

It seems to me, then, that if we 
build our layouts with these things in 
mind—that is, continuity, direction 
and simplicity of arrangement; legibil- 
ity and harmony of type and economy 
in execution—if these things are done 
—then we are taking steps in the right 
direction toward legibility—one of the 
factors in advertising important for 
sales volume. 


[CONTINUED FROM PaGE 21] 


Building Letters 


the cards in mailings to existing cus- 
tomers. 

In the cards AA, the simple trial 
offer is featured. In BB, the entire 
range of sizes and prices of that par- 
ticular product are listed. Incidental- 
ly, | find that this latter card is many 
times the means of encouraging a cus- 
tomer to “up” his usual order, to take 
advantage of the price inducement on 
the next larger size! 

There are rare times when a letter 
ilmost “write itself’—when no 
suggestions, or idea file is needed. And, 
when a subject or product so lends it- 
self as to make the simple recital of 
the story of such strength and power, 


does 
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it can well be grasped, for there is no 
need of making letter writing a hard- 
ship. 

In several cases like this we have 
found that the subjects succeeded par- 
ticularly when the facts were stated 
simply +s though we were there telling 
them face to face. 

Enthusiasm is a quality which has to 
be tempered in the building of a sales 
letter. No matter how thoroughly 
sold you feel the recipient should be 
when he hears about your product, the 
letter must be built with sincerity as 
the more outstanding feature of the 
two. 

Many enthusiastic comments when 
reduced to cold type in a letter do not 
seem to have the ring to them we 
should like. Recently, we had to 
“tone down” actual performance rec- 
ords deliberately in a letter, because 
in type they sounded too good. 

For the most part, simple, sincere 
statements that are susceptible to rea- 
sonable proof become powerful when 
carefully wielded by the letter writer 
through the use of careful planning. 


[CONTINUED FROM Pace 14] 


Protecting a Market 


places the Cast Iron Pipe advertising. 
The copy ideas are developed in joint 
session with Mr. Wolfe, in which a 
wide range of territory is covered. 
Out of these conversations come the 
facts on which the copy is based. 

While the list of media is somewhat 
shorter at present than it was earlier 
in the campaign, the trend at present, 
Mr. Wolfe says, is toward the use of 
larger space and a second color. 
Double page spreads in two colors are 
hence employed in a large number of 
the publications used. 

There are twelve manufacturers of 
cast iron pipe, and ten of them are 
members of the association. Signa- 
tures of individual manufacturers are 
not used in the advertising, however. 
Some of the companies carry on their 
own campaigns to supplement the 
work of the group. 

The annual budget of the associa- 
tion is approximately $140,000, con- 
tributed by the members in proportion 
to volume. Over $80,000 of this 
amount is used for space advertising, 
and about $20,000 more for the house 
organ, bulletins and other incidental 
publicity. The remainder of the 
budget goes for research and adminis- 
tration expense. 
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CAST IRON PIPE 


centrifugal pumps, valves and a 
thousand and one other items are 
used in the building of water 
supply, sewage treatment or pub- 
lic utility gas service systems. 
At the hands of civil engineers 
these more or less standard units 
are combined into specialized 
plants to serve specific pur- 
poses. Civil engineers design the 
plants, write the specifications 
for materials and equipment, and 
supervise construction. These 
engineers determine purchases. 


The Cast Iron Pipe Research 
Association has long known the 
importance of going directly to 
these men. Since July 1932—our 
second year of publication—Cast 
Iron Pipe Research Association 
advertising has appeared regu- 
larly in the pages of CIVIL 
ENGINEERING. 


This periodical, published ex- 
clusively for civil engineers, is 
the most direct approach to the 
many markets controlled by the 
specifications and the decisions of 
the members of this profession. 


CIVIL 
ENGINEERING 


33 West 39th Street 
New York, N. Y. 
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Editorial 
Pre-eminence 


the principal value is the con- 

with which its re an feel 

t it is unnecessary f hem to cull 

their own efforts the many scat 

ed account f Iding progress 

h are f the literature of to 

On t trary they can depend 

i 3 a that is important, sé 

if t ' 1 the ™ rs or 
period 


this same confidence 
is placed in the 
advertised products 


Yonfidence of readers 
terial—confidence, too 
products, that's 
only the foremost in 
The above testimonial is 
from one man who looks only to The 
Welding Engineer to keep himself 
posted on the developments in 
the field of welding progress 


in editorial ma 

advertised 
leadership accorded 
the field. 


unsolicited 


" 
latest 


He looks only to this one source for 
the materials with which he must 
work in his chosen activity. 


Write for a comprehensive survey of 
this big market. 


THE WELDING ENGINEER 
608 S. Dearborn St. Chicago, Ill. 
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m thes office as the one whe 





Employees hove 


But the Prewdent of this Company ts on 
employee of the stochholders—more than 
16.000 people— men ond women who hove 
nvested thew savings in this bunmess ond 
are the owners of it 


to fll ¢ op 


Ow busines « 








tomers’ purchases are heavy, there's « lot 
of work for labor But when purchases de 


Seles heve peaks and velleys—imn - 
months of the year soles are regular 
greater then in other months. Our Compon 
tries to fill in the valleys by brin 
werd production requirements to mee 
future sales pesks, to keep as even 
level of employment throughout the ye 
os powble 





4 the man we are all really work 
ng for—the customer whe buys our goods 
es “* 





Ly) — 

\ > \ 

= a et 
“ys ) » . { But there are sie long range peaks ond 
4 velleyr—several years’ cycles of busines 
Rial —booms end depressions. Nobody know 

} 

—= enough sbout them—thew height or depth 


or duration—to reach forward very fer to 
} level! production Hence there are period 
of lots of work and other periods of lessen 
ed employment 


— a 


oll seen the candy vend 


mg mochines in the shop. When percheses 
ore made, the weply om the machine « de 
creased, and the man hes to come along 











Throwghout the yeer:—whetever the gen 
eral course of businew—ol one thing we 
can be wre. All of us will continue to 


quite wm ler— 


Stockholders wephed the money to buy crease, there ian't as @uck work for lebor profit most in the future, os we have in the 
and and erect buildings and provede me te beep the stock replenished and there's pest, by giving customers honest valve i+ 
chines and moterial without which on « limit to the size of the stock (Inventory) exchange for thew dollars 

ndustrial enterprise wh a: ours would thet can be kept on hand 
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These little pen sketches and captions were run down outside columns of some 
| of the pages of the Caterpillar Tractor Company's annual statement, reducing 
the functions of the corporation and its relationship to customers, employes 
and stockholders to terms of simplicity so that they may better understand 
some of the problems which influence its activities and affect its earnings 
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SPENCER W. CURTISS, INC 
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INDIANAPOLIS 


CIRCLE TOWER 
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[CONTINUED FROM Pact 


17] 


General Plastics 


do an important and effective sharp 
shooting job of a nature similar to 
that described for the automotive field. 
Most of these letters go out on the 
regular company stationery, carefully 
processed and filled in. And here is 
one directed to the radio field—one of 
the spots pioneered by General Plastics 
—so let’s see the type of sales letter 
that is doing a job for this company: 


Dear Mr. Henry 
What is happening in the radio in- 
dustry? You are better informed 


than we could hope to be—with one 
exception. 

The exception that we have a 
knowledge of is obviously our own 
product and what radio manufactur- 
ers are doing with it. Right now 
Majestic, Emerson, International, 


Philco, Garod, Pilot, Remler, Fad> 
and others are using cabinets molded 
of Durez, and more new ones are on 
the way. 

Why Durez? Well, Durez be- 
ing a phenolic molding compound of 
superior merit forms the cabinet or 
housing in one piece, or when a 
molded back panel is used, in two 
pieces. There is no after finishing 
The surface finish is a part of the 
material and not added. It does not 
check, crack or wear off and stands 
up in all kinds of climates—a big 
factor in export trade or where units 
are used in humid southern climates 


There are sales points in Durez 
cabinets, as dry heat cannot affect 
them nor can humidity. There are 
no joints to open up, and attachment 
inserts, lugs, holes, grilles, are ac’ 
curate and strong. 

The use of Durez molding com- 
pound in the manufacture of cabi- 
nets need not be confined to small 


sets. Cabinets 13x10 and 18 in 
high are being successfully molded 
today. 


We would like to tell you more 
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ut these modern cabinets. May 
from you? 
Cordially yours, 
GENERAL PLASTICS 
Incorporated 


hear 


eneral Plastics has done outstanding 
; in the radio field and has issued 
ecial booklet featuring this work 
called “Molded Durez for Table Radio 


( nets.” 


< 
S 


i 


electrical 


addressed to 
goods manufacturers gets into the sub- 
ect like this: 
Have you any uses for a structural 
lating material five times stronger 
ordinary molded plastics? 
Such a material is Durez 1590—a 
w phenolic molding material de- 
loped by General Plastics research 
Et< 
\ general letter to the automotive 


letter 


industry shows an interesting type of 
approach: 
It's nice to dream about molding 
ps, fenders, and doors from syn 
etic plastics some time in the fu 
ture. But what about now? Where 
1 these synthetic materials be used 
day, tomorrow, this year? 
Here is a list of what we consider 
practical applications for Durez on 
sresent-day motor cars. Ete 


And this from a letter which clever- 
the reader that 
Plastics was “way ahead of the parade” 


ly reminds General 


once before, and thus gives weight to 
its current ideas and suggestions: 

Molded plastic bumper shoes 
they were called “impractical.” 

Time proved otherwise Durez 
bumper shoes have been used in mil- 
lions of cars . . 

This is typical of the way Gen- 
eral Plastics coOperates . . . to meet 
new needs . 

In planning a new application for 
plastics, make it a habit to get in 
touch with Durez first 


The plastics field moves so fast and 


so many new developments materialize 
that General Plastics believes in keep- 
ing the various elements of its market 
well informed of the trend through 
the use of four house publications: 
“Durez Plastics News,” giving notes 
on product improvements, for general 
and customer distribution; 
“Durez Packaging News,” of a spe- 


prospect 


cialized nature as indicated by its 
name; ‘““Durez Molder,” for the mold- 
ing trade, maintaining a flow of in- 
formation ,on new developments and 
methods and news of the field; and 
“Durez Resin News,” which injects 
the company into the field covered by 
the agents distributing its resin prod- 
ucts for paint and varnish manufac- 
ture 

All of the publications are highly 
illustrated and the ones covering plas- 
tics serve to feature Durez molders by 
crediting them for their work shown. 
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Mailings are made to carefully selected 
lists, maintained according to indus- 
tries, and periodically checked by the 
men in the field. 

Other Durez literature 
booklets and bulletins of technical and 
semi-technical nature directed to buy- 


includes 


ing influences covered by the sales or- 
ganization. Additional sales promo- 
tion material takes on an educational 
aspect such as displays and exhibits of 
Durez materials and their applications 
for use in schools and colleges. A 
definite effort is being made at all 
times to educate industrial designers 
of all classifications to the value and 
versatility of plastics in making their 
work more effective, both from the 
design and sales standpoints. 

After analyzing 
effort of General Plastics Incorporated 
it is not dificult to understand why 
we find plastics popping up here and 
there and where we might least expect 
them. And if there is any one thing 
that characterizes the marketing effort 
of this company that could be accept- 
ed profitably as a pattern for other 
industrial marketers, it is the pioneer- 
ing spirit and leadership which keeps 
General Plastics steps ahead of its cus- 
tomers and prospects with useful, 
practical ideas they can use to, in turn, 
meet their marketing problems and in- 
crease sales. Keep an ear to the ground 
and offer the solution to your cus- 
tomers’ problems and needs before 
they ask you for them. That, in 
brief, is what put General Plastics in 
the vanguard of the plastics industry 
despite the handicap of a very late 
start. 


the promotional 





William W. Pigue Dies 


William W. Pigue, fifty-four, died at 
his home in Martin, Tenn., Feb. 14 
Death resulted from a heart ailment fol- 
lowing illness of more than a year 

Mr. Pigue began his business career 
as a reporter on the old Nashville Amer- 
ican in 1910, and later served as adver- 
tising manager of several dailies. In 1925 
he became Pittsburgh manager for Gulf 
Publishing Company, and held that posi- 
tion until 1937, when ill health forced 
him to abandon active business 


Drayne Elected Vice-President 

Vintent Drayne has been elected vice- 
president of Ketchum, MacLeod & Grove, 
Inc., Pittsburgh. Mr. Drayne has been 
connected with this advertising agency 
for the past thirteen years in the ca- 
pacity of account executive. 


Pure Oil Appoints 


The Pure Oil Company, Chicago, has 
appointed Thornley and Jones, Inc., New 
York and Chicago, as advertising and 
public relations counsel 


Wy C 
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Read 


YOU CAN INCREASE 
SALES TODAY.... 


I; is the extra “reasons why” 
that sell equipment, services and goods 
these days. The extra weight of add- 
ed selling arguments will increase an 
share of the 
the in- 


company’s 
even when 


individual 
total 
dustry’s volume is declining. 

Our methods of analysis, applied to 
the markets and products of our 
clients, have uniformly produced one 
or more extra reasons which can be 


business 


turned into extra sales: 


For one client they meant a 22% 
increase while the industry's total 
volume was falling 7%. 

For another they meant an extra 
million dollars in sales during de- 
pression years. 

For all they have meant a steady 
growth—in sales—in profits—in lead- 


ership. 


We shall be glad to explain. You 


will be under no indebtedness in in- 
viting us to your desk. 


EVANS 


ASSOCIATES, INC 


225 NORTH MICHIGAN AVE 
e CHICAGO ° 


Advertising 
Sales Promotion 
Marketing 
Management 






























FLASH! 
- 


IN REFERENCE TO 
THIS TABULATION 


> 
INDUSTRIAL EQUIPMENT NEWS 


. . » doesn’t sell “Pages” so 
cannot be listed . . . its STAND- 
ARD unit is its 1/9th page and 
“For the Record” it carries 350 
to 378 1/Sth “pages” monthly, 
giving it outstanding leader- 
ship in the number of adver- 
tisers using it to reach active 
plant-operating men in industry. 


> 
52,000 plant operating coverage 
for only $79 to $85 a month 
PLUS tangible advertising RE- 
SULTS ... Write for a copy of 
the “IEN Plan”. 

» 


INDUSTRIAL EQUIPMENT NEWS 


“INDUSTRY'S WHAT'S NEW SERVICE” 


461 EIGHTH AVE. 
NEW YORK CITY 























You want a 


Buyer's Market 


YOUR advertising in PIT 
AND QUARRY taps the 
real purchasing power of the 
industry . . . the key pro- 
ducers of cement, lime, gyp- 
sum, crushed stone, sand 
and gravel . . . because PIT 
AND QUARRY is the per- 
sonal paper of its field . 
with 78°. individual sub- 
scribers ... the largest num- 
ber of executive readers by 
nearly 2 to |1 . and the 
largest net paid circulation 
with a renewal rate of more 
than 80°-. 


Keep in constant and direct contact with 
this active Buyer's Market through the 
pages of PIT AND QUARRY. Write 
for a Survey of the market for your 
products 


PIT and QUARRY 


907 Rand, McNally Bidg., Chicago 
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ADVERTISING VOLUME FOR FEBRUARY ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies 


Pages 
1938 1937 
Industrial Group 
American Architect and 


Architecture .......... 34 45 
American Builder & Build 

fy eee ere 76 82 
American Machinist (bi-w) 198 200 
Architectural Forum ..... 83 107 
Architectural Record .... 56 57 
Automotive Industries (w) *157 *179 
Bakers’ Helper (bi-w).... 128 117 
Brick & Clay Record..... x19 x22 
Bus Transportation ...... 70 60 
Ceramic Industry ....... x41 x38 
Chemical & Metallurgical 

Engineering .......... 173 195 
Civil Engineering ....... » 2i 19 
OO ea a *76 *87 
Confectioners Journal .... 41 29 
Construction Methods and 

SI ood Sate ciwaia wre 62 65 
SE ae ie cit ates ie 122 129 
Diesel a 32 30 
Electric Light & Power... 57 52 
Electrical South ......... 39 33 
Electrical West ......... 50 43 
Electrical World (bi-w).. 163 168 
Engineering & Mining 

rrr rae *91 *100 
Engineering News - Record 

a ee eee 176 192 
Factory Management & 

Maintenance ......... 120 147 
Food Industries ........ 59 68 
il te ee ec ors 56 4] 
Heating, Piping & Aijir 

Conditioning ......... 63 67 
Heating & Ventilating 

Magazine .....cccccecs 23 40 
Industrial Power ........ 56 74 
The Iron Age (w)....... x299 x326 
Machine Design ........ 62 54 
Machinery .....ccccess 156 148 
Manufacturers Record ... 47 57 
Marine Engineering & 

Shipping Review ..... 51 49 
Mass Transportation .... 21 11 
Metal Industry ......... 37 44 
Metal Progress ......... 65 68 
Metals & Alloys......... 4] 57 
Mill @ Factory.......... 126 107 
REN DUMMIES wc wesecece: 78 100 
Modern Machine Shop... 175 184 
National Petroleum News 

Sn skaeacassnedvdeees $97 101 
National Provisioner (w). 9] 105 
Oil &@ Gas Journal (w)... 293 x283 
Oil Weekly (w)........ 242 228 
The Paper Industry...... 64 66 
The Paper Mill (w)..... x132 x132 
Paper Trade Journal (w).x§$*168 x*174 
Wem POMS 2c ccccccces 39 42 
oe , See x55 x66 
ear 149 177 
Power Plant Engineering. . 69 75 
Sree er 42 48 


Industrial Papers 


Reflect Confidence 
@ ADVERTISING volume in February 


issues of business papers shows that the 
heavy goods industry still has confidence 
in the business outlook and is bridging 
the recession period with only a relative 
shallow dip in advertising 

Sixty-eight industrial publications cat 
ried only 5.7 per cent less display adver 


tising in issues for the second month of 


t 
1938 as compared with February, 1937 


Page 
1938 37 
Railway Age (w)....... 144 4§ 
Railway Purchases & Stores 34 40 
Refiner & Natural Gasoline 

Manufacturer ........ 91 78 
Roads & Streets......... 42 50 
Rock Products ......cse-« x60 65 
Southern Power Journal.. 49 53 
i A Fer 161 90 
Telephone Engineer ..... 23 20 
Telephone (W) .cccccces *x74 <70 
Se: SHEED césereaccos 192 258 
Water Works & Sewerage. 29 32 
Water Works Engineering 

Pe. cccenwasckecaks 57 57 
Welding Engineer ....... 27 27 
Western Construction News 55 74 
The Wood-Worker ..... 32 37 

0 oe 6,014 6,384 
Trade Group 
American Artisan ....... 44 51 
American Druggist ...... 68 92 
American Exporter ...... 160 158 
Automobile Topics (w).. 26 30 
Automobile Trade Journal 26 31 
Boot & Shoe Recorder (w) 142 160 
Building Supply News.... 34 3 
Commercial Car Journal.. 57 73 
Domestic Engineering 71 81 
Farm Implement News (bi- 

Rs Saree 63 72 
Hardware Age (bi-w).... 132 161 
Jewelers’ Circular The 

NE POP Tree 66 69 
Mida's Criterion ........ 28 45 
SE ba ema barekee 72 78 
a a ee 31 27 
Motor World Wholesale. . 49 40 
National Grocers Bulletin. 40 45 
Plumbing & Heating Trade 

DME co cicenswscus 47 59 
Southern Automotive Jour 

Me p60 .40 cnadsic wane’ 39 49 
Southern Hardware ..... 60 62 
Sporting Goods Journal... 20 3 

WE Keknmieeneeas 1,275 1,451 

Class Group 

Advertising Age (w)..... 103 133 
American Funeral Director 59 50 
American Restaurant .... 46 49 
TT Bo, ae 83 91 
Hospital Management x14 x23 
Hotel Management ...... 59 61 
Modern Hospital ........ 82 90 
Modern Medicine ....... 65 75 
Nation's Schools ........ 40 40 
Cheer Be nc ccccesc 108 100 
Trafhe World (w)....... 55 65 

ee. ceawa denne se 714 777 


*Includes special issue. xIncludes clas- 
sified advertising. §Last issue estimated 
Five issues 


For the two-month period the total vol 
ume was but 2.53 per cent under the pe 
riod last year 

Trade papers reflected more severe cur- 
tailment programs. Twenty-one papers in 
this classification were down 12.13 pet 
cent in volume for the month against last 
February and 7.19 per cent below the 
comparable two-month period 

The eleven publications in the class 
group reported 8.11 per cent less business 
for February issues than a year ago and 
a decrease of 8.2 per cent for the period 


to date 
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[CONTINUED FROM Pace 11] 


Background 


of uniform carbon black. This adver- 
tisement was reproduced for direct 
m ng. 

yus, by continual promotion dur- 
ing organization and construction of 
the plant, a period when few com- 
panies advertise, Continental was able 
to turn the possible disadvantage of 
youth into a positive argument of efh- 
ciency. The trade had been kept thor- 
oughly informed as to the new equip- 
ment, laboratory technique, and com- 
plete personnel, and as a result most 
of the selling job had been done before 
the first pound of carbon black was 
even available. Furthermore, Conti- 
nental did not have the handicap of 
anonymity but was actually better 
known than many of its long estab- 
lished competitors. 

Continental will continue its insti- 
tutional advertising in the business 
press, but whatever promotions are run 
in the future are expected to benefit 
materially from the cumulative effect 
of six months’ pioneering when Con- 


tinental was a company only on paper. 


[CONTINUED FROM PaGE 28] 


Problems 


throw it in the waste basket without 
reading the very worth while message 
presented. 

To overcome this problem it would 
seem desirable to vary your attack just 
1 little, occasionally attaching a short 
memo to the cover of your folder— 
occasionally preparing a certain case 
study or story in plain engineering 
form, writing your prospective cus- 
tomers asking if they would like to 
have a copy. In this way you will 
work up interest, making it easier for 
salesmen’s follow-ups. It is probable 
that you are already varying your at- 
tack as suggested but have not sent us 
this part of your campaign. 

Most certainly the work you have 
sent us is beautifully done and you 


ire to be commended for its excellence. 
CONTINUED FROM Pace 45] 


Letters 


speaking of advertising we must speak 
to the distributors and salesmen in 


their language and show them what 
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advertising is being done in their par- 
ticular backyard. 

In order to do this, advertising men 
need county circulation figures and 
more information as to exactly who 
are the subscribers of publications and 
who reads the advertisements, so as to 
show definitely within a restricted area 
how much advertising is going into it. 

In this way we could prove and 
back up the fact that the manufac- 
turer is doing an extensive job of ad- 
vertising their products to condition 
the market to their brand of product. 
And beyond that point it is up to the 





salesman and distributor to carry on 

and to go out and do the job of giving 

service, and showing the market how 

easily they can obtain this better prod- 
uct. 

F. J. NELSON, 
Advertising Manager, Macwhyte 
Company, Kenosha, Wis. 


Haskelite to Evans Associates 


Evans Associates, Inc., Chicago, has 
been appointed to direct advertising of 
Haskelite Mfg Corporation, Chicago, 
manufacturer of metal faced plywood, 
Phemaloid uircraft construction § mate- 
rials and Plymetal. Business papers and 
Jjirect mail will be used 












































HEAT TREATING 
F ORGING 


There's still a lot of business 
to be had in heat treating and 
plants and depart- 
Engineers and metal- 


forging 
ments. 
lurgists in these plants are more 
than ever studying means to 
improve processes and lower 
costs. 

This is the logical time to 
tell them about your equipment 
by advertising in HEAT TREAT 
ING AND FORGING 

Published by 

STEEL PUBLICATIONS INC. 

108 Smithfield St. Pittsburgh, Pa. 


) Heat Treating 
and Forging 


—— 
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Selling to the steel industry 
is in many ways a specialized 
form of selling in which both 
the designing engineers and the 
operating engineers must be 
convinced of the merit of any 
These 
engineers buy only after thor- 
They know 


piece of equipment. 
ough investigation. 
where to find the information 
they desire—they read BLAST 
FURNACE AND STEEL PLANT. 


Advertise in it and get results. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 














N.1L A. A. News 


What local chapters of the National Industrie 
Advertisers Association are doing and thinking about 





Beltz Will Handle 
Conference Exhibits 
J L. Beltz, 


Shovel Company, 


advertising manager, 
Lorain, O., has been 


made chairman of the exhibit committee 
conterence, 


for the N.LA.A. Cleveland 


Sept. 21-23 


Cincinnati Mourns Death 
of Marion A. Smith 
Association of 


Indus- 


The Cincinnati 


trial Marketers feels a great loss in the 


A. Smith, advertising 
manager, Littleford Bros., who was killed 
Feb. 14 in a grade crossing accident. Mr 
Smith was publicity chairman of the Cin- 
cinnati chapter and contributed gener- 
ously of his time and effort in promot- 
ing its activities 


passing of Marion 


Besides his widow, Mr. Smith is sur- 
vived by two children, Gerald, seven years, 
and Mari Lou, seven months 

John H. Koch, Modern Machine Shop 
will serve the chapter as publicity chair- 
man 


Two Chapters Hear 
The Copy Chasers 


Industrial Marketers of Cleveland and 
the Cincinnati Association of Industrial 
Marketers last month registered keen in- 
terest in a sound slide film presentation 
of INpUSTRIAL MarRKeETING’s O. K. As 
Inserted feature in which The Copy 
Chasers criticize and comment on current 
industrial advertising copy 

The shows were put on by Ralph O 
McGraw, editor of the magazine, who ex- 
plained that the thought in back of the 
feature is to stimulate more careful prepa- 
ration of industrial advertising by point- 
ing out what appears to be good and bad 
practice in a study of advertising in more 
than a hundred business papers every 
month 


a . 
The film is scheduled to be shown at 


When the key to the 
city of Toledo was pre- 
sented to N.ILAA. 
President F. O. Wyse 
on Valentine Day, he 
needed lots of help to 
hold it. Assistance was 
given by, left, Whiting 
N. Shepard, Plaskon 
Company, Inc., vice- 
president, Toledo Indus- 
trial Advertisers; (Mr. 
Wyse); Mildred R. 
Webster, N.I.A.A. head- 
quarters secretary, Chi- 
ago; R. C. Carr, Mel- 
drum and Fewsmith, president, 


Corporation, secretary of the 
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Thew 


Toledo chapter; 


chapter which is 


other chapter meetings as follows: Picts 
burgh, March 10; Chicago, March 14; De- 
troit, March 17; Toledo, March 21; New 
York, April 11; and New Jersey, April 13 


Faber Birren Advises 
TPA on Use of Color 


Don't use color in your advertising un- 
less there is a real need for it, Faber 
Birren, noted color authority, advised the 
Technical Publicity Association, New 
York, at its Feb. 14 meeting. There is too 
much color used wastefully, whereas it 
should be employed only for its four 
functional purposes, he asserted. These 
are: realism, to add dimension otherwise 
lacking; identification; psychological angle 
to stimulate emotion or feeling; and for 
strictly beauty 

The most visible color or the one which 
has the greatest attention value is red; 
green comes second. Black on yellow is 
the most legible color combination. 

“In industry color is finding effective 
uses,” Mr. Birren declared. “It improves 
morale. It raises efficiency. It removes 
the curse of monotony. Machines that 
are painted in color are kept cleaner 
Contrasting background for work tables 
improve craftsmanship Cool interiors 
offset the feeling of heat. Warm inte- 
riors in cafeterias and rest rooms make 
for contentment. The story is told that 
when the Blackfriars’ Bridge of London 
was painted green instead of black, sui 
Ye were reduced more than a third 
Color inspires people, and its more intel 
ligent use in factories, schools and slums 
should prove a social benefit 

“The selling power of color is a rather 
curious study Red tooth brushes, for 
example, have been found to sell best at 
the ten cent level and amber tooth 
brushes at the twenty-five cent level. 
Green is the best selling color in kitchen 
ranges. With ivory and white, it is the 
only other color offered by the large 
mail-order houses. Green is likewise the 
best seller in fountain pens and toilet ar- 





and L. C. Kerrick, Surface Combustion 
Tiad Club 


known as the 


1938 
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ar 








ticl Yellow and blue are the best 
sell bond papers. Buff and orange 
are e best selling cover stock papers 


B. C. Forbes on Jersey 
Program for March 16 


Industrial Marketers of New Jersey will 


celebrate its second anniversary with a 
hanguet at the Newark Athletic Club 
Ma 16. Elaborate invitations have 
heen issued to all industrial advertising 
and marketing executives in the Eastern 


area featuring the guest speaker, B. C 
Forbes, editor and publisher, Forbes Mag- 
azine, who will talk on “What Lies 


Ahead!” Plans are being made for up- 
wards of 250 guests. Among guests of 
honor will be F. O. Wyse, N.I.A.A. pres- 
ident, and representatives of other East- 
ern chapters 


N.I.A.A. Membership 


Stanley A. Knisely, N.LA.A. vice-pres 
ident, reported to the board of directors 
meeting at Cleveland, Feb. 11, that the 
membership now stands at 1,047 Her- 
bert V. Mercready, vice-president, report- 
ed that groups in nine cities throughout 
the country may now be considered chap- 
ter prospects. Twenty-one directors at 
tended the meeting 


What the Prospect 
Wants to Know 


The experienced prospect 
crete facts concerning either the product 

the conditions surrounding the prod 
uct on which he can base his own opin- 
ion and take action accordingly, declared 
W. E. Irish, editor, Industrial Equipment 
News, who spoke last month to the In- 
dustrial Marketing Council of Pittsburgh 
n “What the Prospect Wants to Know 
About Your Products.” The buyer wants 
those facts in specific form and not in 
generalities, he said; such expressions as 
your production,” “eliminate 
* meaning very little to him 


wants con 


or 


‘increase 
shut downs,” 

The buyer also wants to talk with sales- 
men who can give him specific assistance, 
but due to limited time the natural result 
is that he looks to advertising to help him 
in this respect. It is because of this con- 
dition that advertising, to be effective, 
should be factual and backed up with a 
flow of buying information which will put 
the prospect in the buying mood and ini- 
tiate a purchase. 


Milwaukee Hears C. D. Murphy 
on Public Relations 


“For business insurance, take out a 


public relations policy,” advised Carroll 
Dean Murphy, author of “The Next 
entury is America’s,” in his address, 
Feb. 18, before the open-house meeting 
ot the Milwaukee Association of Indus- 


trial Advertisers. 

Mr. Murphy's subject was, “What do 
people think of your company—and what 
can you do about it?” He outlined a pro- 
gram covering ten points of public rela- 
tions for the industrial company to fol- 
low in the coming year, with the adver- 
tising department playing an important 
role in this work. He suggested that a 
news gathering organization be built up 
in the company that will find out what 
the public thinks of the company and its 
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products, and also provide news infor- 
mation for use in advertising. 

Every effort, he said, should be made 
to have management get closer to the em- 
ployes with every body pulling together 
in the common sense of business. He 
suggested that management call in local 
newspaper editors for occasional confer- 
ences covering company affairs. A news 
sense should also be developed in pub- 
licity work. 


Fortey Talks on 
ABC's of Advertising 


Advertising material that is natural and 
human and interesting is bound to get 
attention, H. W. Fortey, director of ad- 
vertising, The Warner & Swasey Com- 


Cleveland, told the Engineering 


pany, 
Advertisers Association, Chicago, last 
month. Advertising should appeal to a 
man by what. interests him and what 


good can be offered him in advertising 
and in service, and in sales, he asserted. 

Mr. Fortey directed most of his re- 
marks to the use of direct mail. In his 
company it is used for a selective selling 
job with the copy in terms of what is 
known to be of interest to its recipients 
The message to the man in the shop talks 
of performance of the machine and what 
it means to him in relation to his produc- 
tion problems. Particular effort is made 
to understate in order to avoid skepticism 
on the part of the reader. 

Tricky mailing pieces should be avoid- 
ed, Mr. Fortey advised, because they are 
distasteful to some people. He does not 
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A tense and dramatic moment in the skit, "The Petty-Wetty Doll Mystery or 


Who Is Holden D. Bagg?,” 
Publicity Association, New York. 


(left) played by T. A. Tredwell, 


presented at the Feb. 
The play was written, staged and directed 
by E. S. Pattison, G. M. Basford Company. 
“Architectural Record"; 


14 meeting of Technical 


The scene shows Holden D. Bagg 
Vilo Pance played 


by E. S. Pattison (center) and T. J. Thistlewaite played by Karl R. Mann, Case- 
Shepperd-Mann Publishing Corporation. Other parts were taken by Tom Little, 


“Blast Furnace and Steel Plant," 
"Industrial Marketing," 


playing Pinky Milder and E. F. Thayer, 
playing Louder Blow. Stage rights are reserved 


use a house organ as part of his direc? 
mail program because, for one reason, a 
house pub slic ation carries an atmosphere 


of “we,” rather than the “you” which 
should permeate all advertising. By using 


case studies in his direct mail, Mr. Fortey 


automatically supplies the sales force with 
useful material for sales work 

The meeting marked the nineteenth an 
niversary of the E.A.A 
by a large 


dents 


and was attended 
percentage of its past presi 





Chicago Journal 
of Commerce 


takes 


story 
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to those men whose 
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Cleveland Gets Data 
On Readership Survey 


Marketers ot 
readership tests are made 
A. Wolcott, associate of 
addressed the Feb. 25 


Industrial Cleveland 
learned how 
when Charles 
Dr. Daniel Starch, 
meeting 

Of paramount interest was the picture 
Mr. Wolcott drew of industrial advertis- 
ing effectiveness based on a survey of 
150 advertisements in the January issue 
of = chemical industry paper. The sur- 
vey was started fourteen days after the 
issue was out and 118 completed inter- 
views were made with engineers, chem 
ists, managers, presidents and other ofh 
cials of companies who not only got the 
publication but had read the particular 
issue. All were interviewed at their of 


fices or places of business. 


An average of all black and white 
pages in the publication showed 9.3 per 
and 4.3 per cent thorough 
compared favorably 
magazines, especially 
as to thorough readership Apparently 
more industrial publication readers turn 
to the advertisements with the 
idea of reading them then do consumer 
magazine readers, who are often captured 
while thumbing through the publication 
intent on editorial content 

In general, Mr. Wolcott said, it has 
been found that there isn't — differ 
ence in the effectiveness of rig ht and left 
hand pages In this particular 
right hand pages stopped 9.7 per cent o: 
the readers and left hand pages stopped 
8.9 per cent Another issue, he said, 
might test exactly the other way around 

The eight best black and white pages 
showed an average visibility of 22.4 per 
cen Among these 
more in which there was no art, the sub- 
ject matter treatment alone putting them 
over. Likewise, there was a wide differ 
main illustra’ 


cent visibility, 
readership This 
with many consumer 


definite 


survey 


eight was one or 


ence in the most effective 
tions and the captions. Some captions 
were decidedly bold, while others were 
small Arrangement and treatment had 
much to do with this Adaptability of 
copy to the j apparently was a 


product 
very important consideration since the 


1938 








nee 


a Br ann wm CE of 


—_ ah a 


nea = 


—_ahk ak on 















One of the many high spots of fun 
at Industrial Marketing Council of 
St. Louis Installation night, Feb, 18, 
was the skit done by Clifford F. 
Boyer, Kwick-Kut Mfg. Co., as Eddie 
Bergen, and Frederick J. Boeneker, 


National Bearing Metal Co., as 
Charlie McCarthy. L. C. Blake, 
Curtis Pneumatic Machinery Co., 
was installed as the new president 


same layout scheme for one product 
would poll high while dropping down on 
another product. 

Color ads showed an average attraction 
of eighteen per cent as compared with the 
9.3 per cent for the black and white ads. 

Position of the ads did not seem to 
make much difference. Those in the 
back of the publication showed an aver- 
age approximately equal to those in the 
front 
included the three 
leading editorial features. High attention 
and readership were indicated. The ar- 
ticles drew the attention of 64.4 per cent, 
54.2 per cent and 53.4 per cent of the 
readers respectively, while 34.7 per cent, 
25.4 per cent and 25.4 per cent read 
them thoroughly. 

In all interviews, said Mr. Wolcott, 
readers were questioned in detail to bring 
out the true experience and to make cer- 
tain that they saw and read the particu- 
lar ad in question. 


The surv ey also 


Gives Five Factors 
Influencing Advertising 


Declaring that actual selection of media 
and of vehicles within each major classi- 
fication of advertising would naturally— 
indeed inevitably—follow determination 
of the answers to five elementary, but 
basic questions, L. G. Watson, assistant 
manager of the San Francisco office of 
N. W. Ayer & Son, Inc., addressed the 
February meeting of the Industrial Mar- 
keters of Northern California. For the 
frst time the group met in Oakland, in 
conformity to commitment for East Bay 
sessions occasionally. 

Mr. Watson's broad approach to his 
subject, “Buying Space for Marketing In- 
dustrial Products,” indicated the necessity 
tor applying general principles, with study 
to their adaptation to specific problems 
and opportunities a subsequent consider- 
ation not feasible of outline before a 
cross-section group. His questions were: 
(1) Who will buy? (2) Where do these 
people live? (3) When do they buy? 
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(4) How often are purchases made? (5) 
Why should they buy my product? 

That the officer authorizing the order 
was not the actual purchaser, in many in- 
stances, was pointed out, multiple key 
people often having a voice in the de- 
cision, none of whom the seller could 
afford to overlook. Mr. Watson further | 
stressed the influence often brought to 
bear by mere business acquaintances in 
final selection, and thereby justified ad- 
vertising in general publications to build 
up a “community confidence” in a prod- 
uct 





Education of potential buyers over a 
considerable period was pointed out as 
important with resulting lessened empha- 
sis on seasonal selling Selection of | 
media for long life—for reading and re- | 
reading—the speaker deemed important. | 
In the business paper field he emphasized 
the credence accorded publications which 
had won acceptance for their factual 
presentation of material 


“Don't neglect the purchaser once he | 
has bought,” Mr. Watson warned. “Dis- 
satisfied, he becomes a focus of adverse | 
propaganda for your product. Sustained 
advertising merits recognition for its in- 
fluence on your customers as well as your 
prospects.” 


[CONTINUED FROM PaGeE 25] 


Design in Layout 


said. Insufficient leading between lines 
of body type was called another com- 
mon fault. 


Use of the magazine title on advér- 
tising pages exerts a severe visual in- | 
terference with advertisements, the re- 
port contended. 

Color, when used, should be a visual | 
compulsion to the most important fea- | 
ture of the advertisement—picture, 
diagram, or heading. When used in 
the background, it should become “an 
agency to project a necessary image to| 


the eye.” 


In some extemporaneous remarks, | 
Mr. Sinel used such terms as “optical 
fireworks” and “circus of typography” | 
in referring to some current adver- | 
tising and editorial pages. 


Appoints Oakleigh R. French 
Oakleigh R. French & Associates, St. 
Louis, have been appointed to handle 
the advertising account of Skinner Heat- | 
ing & Ventilating Company, heater di- | 
vision of St. Louis Blow Pipe & Heat: | 
ing Company. Business papers and di- | 
rect mail will be used. 


Robel Heads Export Department 


John G. Robel has resigned from the 
Frank Presbrey Company to join Evans 
Associates, Inc., Chicago, in charge of its 
newly created export department. Ad- 
vertising of Waukesha Motor Company, 
Waukesha, Wis., will be handled by 
Evans Associates under the new arrange- 
ment. 
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ADVERTISING 


The Cleveland Twist Drill 
faced the task of promoting the use of a 
Their Adver- 
tising Manager knew drills, but as they had 





Company 
tool steel patented by them. 


never been steel manufacturers and did not 
contemplate going into that business, he em- 
ployed us to handle their Mo-maX steel 
advertising. Our problem was to create a 
demand for the steel and help obtain licensees 
to make it. The resulting advertising has 
had favorable comment from the manage- 


What's 


more important, sales have been climbing at 


ment, the licensees and the press. 


a phenomenal rate. 


It's knowing the business of our clients and 
their customers, as well as the buying and 
selling habits of class fields, that enables us 
to help produce results. Having specialized 
in industrial and class advertising since 1923, 
we have gained intimate knowledge of many 
varied selling problems—and learned how to 
solve them. If such experience might inter- 


est you, we shall be glad to discuss it. 


0. 8. TYSON 
AND COMPANY, Ine. 


CLASS & INDUSTRIAL 
ADVERTISING 


Branch Office: 
3701 Broad St. 
Phila., Pa. 


General Offices: 
230 Park Ave. 
New York, N. Y. 





Member A. A. A. A. 
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Milestones 


in Publishing 


Combining the two oldest architectural 
magazines in the United States, F. W 
Dodge Corporation, publisher, Archite« 
tural Record, last month purchased Ame? 








ican Architect and Architecture The 
onsolidation takes effect with the March 
issue of Architectural Record 


Started in 1876, American Architect 
was published under that name until 
May. 1936, at which time it was com 
bined with Architecture published by 
Charles Scribner's Sons 


nsolidated publi 


The intent of the < 


cation, according to the publisher, is to 
continue the principal editorial features 
of both magazines It will serve the 
largest number of paid ibscribers ever 


ittained by a publication in the archi 
tectural field 

I W Dodge Corpor tio! h iS spec ial 
ized in publications and services tor the 
industry since 1891 








TELEPHONE ENGINEER 


CHICAGO, ILI 


Your “Best Bet” 
TO SELL THE 

5 BILLION DOLLAR 
TELEPHONE 
INDUSTRY 


Only Technical Magazine of the Industry 














ya -DO YOU SELL TO PLANTS? 
The milk company that bottles the milk that is 
delivered to your door each morning operates 


a PLANT. Milk Plants use and buy PLANT 


equipment and supplies il Pl 
such as insulating mate- kK a t 
rials, oil burners, sto- l n 
kers, paints, boilers, air Monthly 


conditioning apparatus, 327 So. LaSalle St 
ete., etc. Write for copy. Ke CHICAGO | 





these are Dodge Reports, Dodge Statis- 
tical Research Service, Sweet's Catalog 
Service, Home Owners’ Catalogs and Real 
Estate Record 


Now in the process of distribution, the 
600-page 1938 Packaging Catalog pub- 
lished by the Breskin & Charlton Pub 
lishing Corporation, is the largest, most 
complete, most useful 
guide to packaging ever published 

Its editorial scope has been widened, 
ind the new book contains completely 
revised and up-to-date information, con 
tributed by well-known authorities, cov- 
ering every field of design, production, 
display and merchandising. It carries sec 
tions devoted to paper boxes, bags, wrap- 
labels, seals, tags, rigid cellu- 
containers, glass containers, 


pings, ties, 
lose, metal 
closures, plastics, displays, machinery and 
equipment, printing, shipping and modern 
principles Its editorial and ad- 
replete with color 


design 
pages are 


samples, tip-ons and inserts 


vertising 
printing, 

Thirty pages of directory listings have 
been revised and brought up-to-date, giv 
ing all of the manufacturers of packaging 
materials, supplies and equipment, as well 
as agencies and individuals serving the 
field 
The nine pou! d boc k has da grey 
leather cover with a simple blue and silver 
embossed design, in keeping with the 


1odern tempo 


Howard C. Parmelee. editor Engineer 
nd Mining Journal, left last month 

to visit the pit hblende mines on the 
shore of Great Bear Lake, at the Arctic 
Circle, about 30 deg. from the North 


Pole. He will travel by train to Edmon 
yn, Alberta, Canada, thence by plane to 


the mines, a distance of over 1,000 miles 
Before he returns to New York the end 
of the month, he will stop off at Port 
Hope, | radium _ re- 
finery where the ore is treated 

Dr. Parmelee will make the trip with 
two scientists and a physician, all guests 
of Eldorado Gold Mines, Ltd., the only 
company in the world mining pitchblende 
ore at the present time and the largest 
producer of this life-saving mineral 

The mines in the Arctic produce 500 
tons of ore a week, the equivalent of one 
gram of radium salts. The ore is con- 
centrated at the mine and the concen- 
trates are brought to Port Hope for re- 
fining. Prospectors discovered the mines 
in 1930 and Eldorado developed them 


Ontario, to visit the 


They have been producing since 1932 
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and informative 


Late in January, Department re 
Economist stepped into the place for. 
merly occupied by Dry Goods Economist, 
which was suspended to make way for 
the newer, more modern tabloid concep. 
tion of business papers. Thus passes one 
of the oldest business papers, established 
in 1846, and its successor has adopted for 
its name the newer classification of the 
industry it serves 

The publication has a five-column page 
but the make-up leans more to magazine 
style than to the news page. Another de- 
parture is the switch to controlled cir- 
culation. It will be issued on the tenth 
and twenty-fifth of each month and js 
dedicated to the solution of the progres- 
sive merchant's number one probk 
how to make a net profit 

ye 

To give its readers and executives in 
the plumbing and heating industries an 
opportunity to voice their sentiments on 
the business situation, Domestic Engineer- 
ing Publications last month sent a letter 
to these men asking what they would tell 
the president if they went to Washington 
for the conference of small business men 
February issues of Domestic Engineering 
and Plumbing and Heating News carried 
high points of the flood of replies received 
together with pictures and signatures of 
the writers 

+ 

To disseminate the best thought and 
the latest news in the printing industry 
to the New England Press Association, 
New England Editor and Printer made its 
bow last month. Harry Stone Bagley is 
editor and business manager; publication 
will be from 236 Huntington Ave., Bos- 
ton, and circulation will be on controlled 
free basis 

. 

Instruments, the magazine of measure: 
ment and control, attained the promising 
age of ten years in January and marked 
the anniversary with ten stars on its front 
cover. The editorial content traced the 
decade of progress in the various branches 
of the instruments industry 

* 

Effective March 1, Shoe and Leather 
Reporter will pay a fifteen per cent 
agency commission on all accounts paid 
within ten days after the issue appears 
No rate advance has been announced 

* 

American Silk & Rayon Journal, for- 
merly published by Clifford & Lawton, 
Inc., New York, has been sold to the 
Rayon Publishing Corporation, New York, 
and will be merged with Rayon Textile 
Monthly. 


* 

Radio Retailing, McGraw-Hill publica- 
tion, published a special auto radio issue 
in February. In the last five years, the 
auto radio industry has sold over 4,000, 
000 units valued at $233,115,000, and 
1,353,000 units at $52,767,000 in 1937 
alone, according to the publication. 


a 
Carpet and Upholstery Trade Review, 
founded in 1870, has been sold to Haire 
Business Publications, New York. James 
G. Leestma continues as advertising man- 
ager 


e 
Associated Business Papers, Inc., New 
York, has admitted Hotel World-Review, 
New York, to membership. 
* 
Petroleum Age, Chicago, has suspend: 
ed publication of the magazine, which 
was established in 1913. 
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a INDUSTRIAL ADVERTISERS ASSOCIATION 


100 EAST OHIO STREET 


Please send me complete 


information on membership. 
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NAME 


A couple of months ago Stan Knisely 
said to me, “Bill, your ads in Industrial 
Marketing are bringing in a flock of in- 
quiries for information about NIAA from 
prospective members. We should have a 
booklet that tells all about the work of the 
Association and points out the reasons 
why men engaged in industrial advertis- 
ing and marketing are finding it helpful. 
I:don’t know anybody who is better 
qualified to write us a fine book.” 


Well—sugar catches more flies than 
vinegar—and here’s the book. Your 
copy will be mailed upon receipt of 
the coupon. We won’t use any high 
pressure selling methods if you sign 
it. But if you have even a tiny sus- 
picion that the co-operation of the 
more than one thousand members 
now active in the association would 
be helpful to you—this book will 
confirm it and you'll be hooked. 
Don’t say I didn’t warn you. 


CHICAGO, ILLINOIS 





COMPANY: 





POSITION 





ADDRESS 
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Building Market Publications 
and Services. 


269. 


This booklet presents an analysis of 
the various phases of the building in- 
dustry and shows the relation of the 
services and publications of F. W. 
Dodge Corporation to them. 

270. There Is a Better Way. 

Chemical Engineering Catalog gives 
in this booklet the three musts for 
process industries sales, four tests for 
catalog value and market data cover- 
ing the process industries, a $6,000,- 
000,000 market. 


Men of Metals Are Human 
Beings. 


271. 


This brochure explains the human 
element involved in the buying influ- 
ences in the metal industries and how 
it reacts to appeals to human emo- 
tions. A classification of American 
Society for Metals membership is 
given and the topics of greatest inter- 
est to them listed. Published by Metal 


Progress. 


This G-r-e-a-t Salesman Has the 
Key to “Metal-Working Town.” 

American Machinist has issued this 
study of the metal-working plants of 
Hartford, Conn., showing buying in- 
fluence among the production and 
plant operating men of the industry. 


273. More Evidence. 

A tabulation of inquiries received by 
Engineering News-Record for product 
information, giving a picture of the 
kinds of equipment, materials and 
services which are of current interest 
to the engineering construction field. 


216. Here Are the Answers. 

This booklet of questions and 
answers gives basic data of impor- 
tance to those interested in the water 
works field as a market for their 
products. Explains the field, its buy- 
ing practices, etc. Issued by Water 
Works Engineering. 


272. 


209. Industry Groups. 

This folder No. 3, issued by 
Machinery classifies 8,209 machine 
tool using plants into industry groups 
according to the products they manu- 
facture, with data on the relative buy- 
ing power of the various groups. 


252. The Railway Market and Sales. 


This colorful and graphically illus- 
trated booklet gives factual market in- 
formation regarding the various 
branches of railway activity and points 
out the considerable volume of railway 
buying that is needed. It also dis- 
cusses railway buying procedure. Is- 
sued by Simmons-Boardman Publish- 
ing Corporation. 


179. Market Data on Industrial Prod- 
ucts. 

A 36-page reprint from Mill Sup- 
plies consisting of thirty-one tables 
charting basic data on the markets for 
industrial tools, equipment, and sup- 
plies ordinarily sold through industrial 
distributing (mill supply) organiza- 
tions. Indicated are major markets, 
good markets, and officials who specify 
purchases and initiate orders. 


247. Qualified Live Prospects. 

This deluxe 16-page case-bound 
book printed in many colors graphical- 
ly shows what happens to the manu- 
facturer’s sales story as it travels 
through the salesmen and sales outlets 
to qualified prospects by word of 
mouth, national advertising, booklets 
and catalogs in the usual manner and 
also when the catalog is maintained 
until the moment of buying. Prepared 
by Home Owners’ Catalogs. 

256. Making Industrially-Used 
Products Easier to Buy. 

Organized buying information is 
the theme of this booklet which in- 
cludes standards of catalog design as 
to format and content; what manuv- 
facturers’ catalogs should include; and 
the three steps which precede most in- 
dustrial buying, which emphasizes the 
importance of maintaining buying in- 
formation in offices of potential buy- 
ers. Published by Sweet’s Catalog 
Service. 


265. Influence. 

This case bound book tells the fas- 
cinating story of the new type of 
aggressive, fearless business paper pub- 
lishing as practiced by Mill & Fac- 
tory, dedicated to exposure of activi- 
ties which undermine industry and 
to spotlight the racketeers who prey 
on the worker’s pay envelope. 
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